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Canco  books  ior  home  economists  play 
important  role  in  canned  food  education 


★  There  are  two  reasons  why 
this  new  Canco  “Canned  Food  Facts”  will  be 
a  best  seller  for  you:  (i)  Facts  in  the  hands 
of  home  economists  are  a  powerful  selling  force 
for  all  canned  foods;  (2)  Home  economists 
are  so  enthusiastic  about  this  type  of  Canco 
literature  that  they  already  have  requested  over 
220,000  pieces.  This  new  book  covers  46  canned 
foods  in  an  interesting,  comprehensive  way. 


CAMEROX  BEILDS  VACVVJM 
CLOSING  MACHINES  FOR  BOTH 
ROUND  AND  SQUARE  CANS 

Resourceful  Canners  are  improving  their  pro¬ 
ducts  and  reducing  costs  through  vacuum 
canning. 

The  machine  shown  above,  the  No.  158 
Vacuum  Closing  Machine  for  round  cans,  has 
a  pre-clinching  device,  for  sealing  liquid  pro¬ 
ducts  without  spill. 

Makers! 


C/IN  M/ICHINERY  CO. 

140  NORTH  ASHLAND  AVENUE 
CHICAGO  ILLINOIS 
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Modern  Canning  Equipment 

for  ALL  Food  Products 


Modernize  your  plant — produce  highest  quality 
at  lowest  Qost  with  machinery  and  supplies  from 
the  leading  manufacturer  of  canning  equipment. 


Write  for  our  224-page 
illustrated  catalog,  show¬ 
ing  over  400  products 
used  by  the  food  indus¬ 
tries. 


^  M  &  S  6-POCKET  FILLER 

Fills  any  liquid  or  semi-liquid  product.  Handles 
the  most  difficult  can-filling  jobs.  Continuous 
and  automatic.  Fills  up  to  125  cans  per  minute. 
All  cans  filled  exactly  alike.  No  spill,  drip  or 
waste.  Unless  can  is  properly  placed  to  receive 
it,  product  cannot  flow.  Other  Fillers  up  to  200 


A-B  COOKER  AND  COOLER 

The  “One  Man  Cook  Room”  for  evaporated  or  condensed  milk,  meat  products, 
com,  tomatoes,  asparagus,  peas,  fruit  and  other  foods.  Cans  processed  immedi¬ 
ately  after  closing,  all  given  same  length  of  cook  at  constant  temperature,  then 
cooled  quickly  and  thoroughly.  Result:  a  high-grade,  perfectly  sterilized,  uni¬ 
form  product. 


and  Coils  .  .  .  Exhausters  ...  Copper 
Kettles  .  .  .  Open  Kettles  .  .  .  Cookers  and 
Coolers  .  .  .  Etc.,  etc. 


PEERLESS  SUPER  HUSKER 

Husks  two  tons  of  com  per  hour.  Doubles 
capacity  of  your  plant  without  increas¬ 
ing  floor  space,  since  it  takes  up  no  more 
room  than  single  husker. 


LEWIS  QUALITY  GRADER 

Separates  tenderest  peas  from  others 
with  hairline  accuracy.  Top  quality  and 
top  prices  are  assured. 


1  8-  VALVE  JUICE  FILLER 

Fills  150  to  200  cans  per  minute — and 
more.  Gives  utmost  accuracy  even  at 
highest  speeds.  Any  height  can  and  up 
to  a  No.  3  diameter.  Drip-proof  and 
leak-proof. 


Information  on  any  canning  subject  gladly  furnished  by  our  experts.  No  obligations.  d-400-t 

FOOD  MACHINERY  CORPORATION 


HOOPESTON 


(SPRAGUE-SELLS  DIVISION) 


ILLINOIS 


cans  per  minute. 


HAND  PACK  FILLER 

Steps  up  the  quality  of  your  pack  to 
an  astonishing  degree,  invariably  brings 
better  prices.  Ideal  for  packing  Toma¬ 
toes,  Sauer  Kraut,  String  Beans,  Beets, 
Fruits,Berries,Pickles,FishFlakes,Mac- 
aroni.  Chunky  Meats,  Cocoanut,  Etc. 


For  the  CORN  CANNER 

Huskers  .  .  .  Cutters  .  .  .  Trimmers  .  .  . 
Washers  .  .  .  Ear  Corn  Brusher  .  .  .  Inspect¬ 
ion  Conveyors  .  .  .  Spiral  Conveyors  .  .  . 
Whole  Grain  Washers  .  . .  Batch  Mixers  .  .  . 
Blending  Mixers  .  .  .  Syrup  System  . . .  Silk- 
ers  .  .  .  Cooker-Fillers  .  .  .  Elevators  .  .  .  Coh 
Crusher  .  .  .  Corn  Shaker  .  .  .  Etc. 

For  the  TOMATO  CANNER 

Inspection  Tables  .  .  .  Washers  .  . .  Scalders 
.  .  .  Peeling  Tables  .  .  .  Tomato  Crushers 
.  .  .  Tomato  Steamers  .  .  .  Juice  Extract¬ 
ors  .  .  .  Pulpers  .  .  .  Finishers  . .  .  Tomato 
Fillers  .  .  .  Pulp  Fillers  .  .  .  Pulp  Tanks 


im  SUPER  JUICE 
EXTRACTOR 

Gives  maximum  yield  of  tomato  juice 
of  any  desired  consistency  —  quickly 
adjustable  from  light,  thin  juice  to 
extremely  heavy,  pulpy  juice.  Output 
10  to  30  gal.  per  minute.  Also  gives 
splendid  results  on  other  fmits  and 
vegetables. 


i-  A.  ^ 


For  the  PEA  CANNER 

Conveyors  . . .  Elevators  . .  .  Size  Graders  ... 
Quality  Graders  .  .  .  Picking  Tables  .  .  . 
Washers  . . .  Blanchers  . . .  Storage  Hoppers 
Pea  and  Bean  Fillers  ...  Bean  Cleaners  ... 
Bean  Baking  Ovens  .  .  .  Cook  Room  Equip¬ 
ment  .  .  .  Aphis  Control  Equipment ...  Etc. 
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When  you  have  a 


Canning  Problem 


■  Whatever  your  problem,  Continental,  with  its 
tremendous  resources,  offers  every  facility  for 
greater  service  .  .  .  cans  of  highest  quality,  plain 
or  enamel-lined,  the  result  of  33  years  of  long  and 
intensive  development  and  research — aid  in  all 
canning  problems  thru  progressive  research — 
many  different  styles,  sizes  and  speeds  of  efficient 
closing  machines — and  unusually  prompt  ship¬ 


ments  from  modern  plants  conveniently  located 
from  Coast  to  Coast. 

Looking  after  your  interests  is  a  group  of  men 
long  experienced  in  the  Industry,  well  prepared  to 
give  you  sound,  practical  advice  and  assistance. 

When  you  have  a  problem — write,  phone  or  wire 
Continental.  We’ll  come  to  your  aid  immediately. 


CONTINENTAL  CAN  COMPANY 

NEW  YORK  .  CHICAGO  •  SAN  FRANCISCO  •  MONTREAL  •  TORONTO  •  HAVANA 
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EDITORIALS 


Notice  about  labels — a  Department  an¬ 
nouncement  like  this  should  find  place  in  our 
regular  columns,  but  we  are  so  crowded  for 
space,  and  the  matter  is  so  important  in  any  event, 
that  we  are  giving  it  herein. 

UNITED  STATES  DEPARTMENT  OF  AGRICULTURE 
Food  and  Drug  Administration 

Washington,  D.  C.,  February  28,  1939. 

TO  FOOD  MANUFACTURERS,  PACKERS 
AND  DISTRIBUTORS: 

While  the  progress  made  to  date  by  food,  drug,  and  cos¬ 
metic  manufacturers  in  revising  labels  to  comply  with  the 
Food,  Drug,  and  Cosmetic  Act  which  becomes  effective  on 
June  25,  is  gratifying,  information  reaches  us  that  some 
food  manufacturers  and  distributors  are  to  a  considerable 
extent  still  postponing  the  task  of  revising  labels  because 
of  rumors  of  further  announcement  from  the  Department 
clarifying,  interpreting,  or  elaborating  upon  the  Act  and 
regulations. 

The  purpose  of  this  announcement  is  twofold.  First,  to 
impress  upon  all  that  no  such  announcements  are  con¬ 
templated.  The  Act  was  signed  June  25,  1938,  and  specified 
the  unusually  long  period  of  twelve  months  for  all  necessary 
adjustments  before  the  effective  date  of  the  food  provisions. 

It  is  believed  that  the  language  of  the  Act  itself  leaves  no 
doubt  as  to  the  kind  of  labeling  that  would  fully  meet  the 
requirements.  Manufacturers  were  in  a  position  last  June, 
therefore,  to  begin  at  least  the  preliminary  review  and  re¬ 
vision  of  their  labels.  The  general  regulations  were  publicly 
announced  in  tentative  form  on  October  15,  and  issued  in 
final  form  on  December  28,  1938.  These  in  effect  constitute 
the  Department’s  interpretation  of  the  Act.  The  promulga¬ 
tion  of  these  regulations  cleared  the  way  for  immediate 
attention  to  general  label  revision.  On  February  15  the 
Secretary  under  authority  of  section  902(a)  (2)  of  the  Act 
designated  the  following  foods  as  exempt  from  the  require¬ 
ments  of  section  403  (i)  (2)  as  to  listing  of  ingredients  for 
a  reasonable  period  of  time  of  two  years  to  permit  the 
formulation  of  definitions  and  standards  of  identity:  white, 
whole  wheat,  milk,  and  raisin  breads ;  evaporated  milk ; 
sweetened  condensed  milk;  malted  milk;  unmixed,  immature 
canned  vegetables;  unmixed  canned  fruits,  canned  oysters, 
clams,  shrimp,  and  fish  roe;  sauerkraut;  olives  in  brine; 
cheeses,  oleomargarine;  mayonnaise  dressing;  fruit  pre¬ 
serves;  sweet  chocolate;  sweet  milk  chocolate;  lemon, 
orange,  and  vanilla  extracts.  In  addition  hearings  have 
already  been  held  on  proposed  definitions  and  standards  for 
tomato  juice,  puree,  paste,  and  catsup,  and  canned  tomatoes. 
Hearings  have  also  covered  several  egg  products  the  label¬ 
ing  of  which  is  fairly  simple. 

No  opportunity  has  as  yet  presented  itself  to  consider  the 
issuance  of  regulations  under  section  403 (j),  prescribing 
certain  information  regarding  vitamin  and  mineral  content 
on  dietary  foods,  but  undetermined  labeling  questions  under 
this  section  are  restricted  to  a  relatively  narrow  field. 

The  second  purpose  of  this  notice  is  to  appeal  to  manu¬ 
facturers  and  others  to  refrain  from  submitting  specimens  of 
current  stocks  of  labels  to  the  Administration  for  review 
as  to  their  legality  under  the  new  Act  before  an  attempt  has 
been  made  by  the  responsible  manufacturers  to  revise  the 


labels  when  and  as  it  appears  necessary  after  careful  atten¬ 
tion  to  the  language  and  spirit  of  the  law  and  regulations. 
The  Administration  will,  of  course,  continue  its  long¬ 
standing  policy  of  pointing  out  applicable  provisions  of  the 
law  on  drafts  of  proposed  revised  labels  submitted  for  that 
purpose  to  the  extent  to  which  time  can  be  diverted  from 
regulatory  operations.  At  present,  however,  the  facilities 
at  our  disposal  are  entirely  too  limited  to  give  the  detailed 
replies  we  would  desire  to  give  in  view  of  the  relatively 
enormous  volume  of  inquiries  received  at  this  time,  and 
answers  to  which,  in  the  main,  are  to  be  found  in  the  law 
and  regulations. 

Very  truly  yours, 

W.  G.  CAMPBELL,  Chief. 

A  NEW  CAN  SIZE  BILL — H.  R.  4402  was  intro¬ 
duced  in  the  House  on  February  22nd,  by  Representa¬ 
tive  Somers  of  New  York  State,  its  purpose  being  “To 
fix  standards  of  dimension  and  capacity  for  metal  con¬ 
tainers  for  canned  fruits,  vegetables,  and  canned  milk 
in  order  to  prevent  fraud  and  deception  in  containers 
used  in  the  sale  and  distribution  of  these  products, 
and  for  other  purposes.”  The  bill,  if  it  becomes  a  law! 
will  go  into  force  one  year  from  January  1st  following 
its  passage.  The  sizes  it  proposes,  and  the  ounces 
avoirdupois  for  each,  are  as  follows : 


Cylindrical  Containers 

202  X  204 

3 

6/10  ozs. 

211x300 

7 

93/100  ozs. 

211x400 

10 

94/100  ozs. 

301 X 411 

16 

70/100  ozs. 

307  X  409 

20 

55/100  ozs. 

401  X 411 

29 

79/100  ozs. 

502  X  510 

59 

22/100  ozs. 

603  X  700 

109 

43/100  ozs. 

603  X  812 

138 

34/100  ozs. 

Rectilinear  Containers 

3x308x308  17  27/100  ozs. 

3x308x604  32  47/100  ozs. 

Standard  vent  hole  type  containers  for  evaporated 
milk  shall  be  the  following  over-all  dimensions  and 
capacities  when  completely  filled  with  distilled  water 
at  68  degrees  Fahrenheit  and  sealed  (same  procedure 
used  above) . 


208x208  6  75/100  ozs. 

215x315  15  10/100  ozs. 

515x805  128  25/100  ozs. 


Doubtless  these  sizes  have  been  adopted  after  con¬ 
sultation  with  the  Bureau  of  Standards,  and  possibly 
with  the  committee  having  this  can  question  in  hand. 
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and  equally  doubtless  they  represent  the  sizes  generally, 
or  mostly,  in  use  by  the  industry.  If  they  are  aiming 
to  suit  the  canners  that  is  one  thing,  and  this  bill, 
together  with  the  others  suggested,  would  meet  that 
requirement,  but  it  has  always  seemed  to  us  that  it  is 
not  the  canners  who  are  to  be  consulted  in  such  modifi¬ 
cation,  but  the  consuming  public,  and  it  only.  We  are 
not  in  the  least  afraid  to  say  that  one  of  the  greatest 
sales  promotional  things  our  industry  could  do  would 
be  to  give  the  consumers  a  definite,  universally  under¬ 
stood  amount  of  food  in  every  can,  i.e.,  a  full  lb.,  a 
full  1/4  lb.,  a  full  pound,  and  not  3  6/10  ounces;  not 
7  93  100  ounces.,  not  16  70/100  ounces. 

Try  it  on  yourself:  when  you  buy  a  bottle  of  your 
favorite  whiskey,  and  it  turns  out  to  be  a  fifth  instead 
of  the  full  quart  (a  fourth)  have  you  ever  failed  to 
feel  a  resentment  as  if  you  were  being  cheated?  You 
have  not !  The  public  made  them  put  milk  in  quarts  or 
pints,  definitely  so,  and  you  find  that  true  all  down  the 
line,  the  one  big  exception  being  canned  foods  which 
come  to  them  in  a  series  of  ounces,  which  half  the 
purchasers  of  them  do  not  understand,  and  all  of  them 
resent.  While  they  are  changing  the  sizes  of  the  cans 
can’t  they  just  as  easily  make  them  to  hold — not  a 
number  of  ounces  because  various  foods  weigh  dif¬ 
ferently — but  one-quarter  pint  (4  ozs.),  one-half  pint 
(8  ozs.),  one  pint  (16  ozs.)  and  so  on?  We  are  not 
guessing  when  we  say  that  we  know  that  the  public 
would  heartily  welcome  such  containers,  and  that  it 
would  be  a  feather  in  the  cap  of  the  canners,  since  their 
glass  competitors  have  resorted  to  such  extremes  of 
shapes  and  sizes  that  the  buying  public  is  worse  than 
confounded  to  know  what  it  is  buying.  And  it  resents 
this  treatment,  accusing  it  of  attempts  to  deceive  even 
where  such  attempts  may  not  be  intended.  The  state¬ 
ment  that  the  container  is  not  a  measure  is  nonsense. 
You  can  print  15  ounces  on  the  label  in  foot-high 
letters,  and  the  purchaser  will  think  that  the  Govern¬ 
ment  has  made  you  do  that  because  the  container  is  a 
gyp  one. 

If  we  are  going  to  change  let’s  get  the  maximum  of 
advertising  benefit  out  of  the  change,  and  come  clean 
with  a  can  that  tells  its  own  story,  so  that  all  may  feel 
comfortable  in  their  purchases.  And  use  divisions  of 
the  quart  rather  than  of  the  pound,  as  not  only  being 
easier  handled  in  the  cannery  when  filling,  but  because 
most  housewives  buy  by  and  understand  that  measure. 

It  looks  very  much  as  if  some  such  law  will  be 
enacted,  and  it  is  better  to  get  it  into  the  best  shape 
now  than  to  try  to  revise  it  after  passage.  The  in¬ 
dustry  and  its  associations  ought  to  be  behind  this 
movement. 

THAT  R.  F.  C.  LOAN  TO  PEA  CANNERS— The 
R.  F.  C.  has  authorized  a  loan  of  $7,500,000.00  to  the 
Canned  Foods  Finance  Corporation,  set  up  within  the 
Canned  Pea  Co-Op.,  for  the  relief  of  the  pea  canners, 
but  under  conditions  that  are  stringent.  They  will  not 
be  selling  their  surplus  peas  to  the  Government  as 
you  will  note  from  the  following  regulations;  and  we 
mention  them  here  because  some  others  feel  a  tendency 
to  try  the  same  thing.  Here  are  some  of  the 
regulations : 


1.  Loans  may  be  made  in  the  aggregate  amount  deter¬ 
mined  by  applying  the  following  schedule  to  the  quantity 
of  canned  peas  pledged,  which  schedule  will  be  hereafter 
referred  to  as  the  “Loan  Schedule”: 


Per  Case  24/2s  24/303s  48/ls  48/8  oz.  6/lOs 

Fancy  $1.70  $1.45  $2.05  $1.70  $2.00 

Extra  Standard  1.45  1.221/2  1.75  1.45  1.72% 

Standard  1.25  1.05  1.50  1.25  1.50 

Sub-Standard  . 90  .771/2  1.08  .90  1.05 


2.  Loans  made  to  the  full  amount  of  the  Loan  Schedule 
must  be  secured  by  warehouse  receipts  for  the  peas 
pledged,  and  by  collateral,  other  than  peas,  satisfactory  to 
the  Canned  Foods  Finance  Corporation  and  the  R.F.C., 
including,  but  not  limited  to  mortgages  of  physical  proper¬ 
ties  of  borrowers,  such  as  plants  or  equipment.  The  peas 
will  be  accepted  as  collateral  for  that  part  of  the  amount 
loaned  which  is  equal  to  85^  of  their  current  market 
value  f.  o.  b.  shipping  point,  less  outage  expenses.  The 
difference,  if  any,  between  said  market  value  and  the  Loan 
Schedule  shall  be  covered  by  the  aforementioned  collateral 
other  than  peas,  provided  that  at  least  80%  of  the  Loan 
Schedule  shall  be  collateralized  by  peas  alone  at  said  market 
values. 

4.  Pledged  peas  shall  be  of  the  1938  pack  and  covered 
by  certificate  of  the  U.  S.  Department  of  Agriculture 
specifying  the  grade  of  the  peas  and  apparent  condition 
of  the  containers,  such  certificates  to  be  identified  with  the 
warehouse  receipts  offered.  Prospective  borrowers  should 
secure  further  detailed  information  before  proceeding  to 
secure  said  certification  by  the  U.  S.  Department  of 
Agriculture. 

5.  At  least  70%  of  the  proceeds  of  the  loan  must  be 
applied  to  the  liquidation  of  any  grower  obligation.  If  peas 
ai'e  now  pledged  on  other  obligations,  then  70%  of  the 
excess  of  the  proceeds  over  the  amounts  necessary  to  secure 
release  of  the  peas  for  this  loan,  shall  be  applied  to  grower 
obligations.  The  balance  of  the  proceeds  may  be  used  for 
operating  expenses,  to  assist  in  the  orderly  marketing  of 
peas  and  to  prevent  distress  selling  thereof.  Proceeds  may 
not  be  used  for  plant  expansion,  extension  of  operations,  or 
any  other  than  the  above  defined  purposes. 

6.  The  borrowing  canner  will  undertake  (a)  to  liquidate 
the  pledged  peas  on  a  defined  schedule  harmonizing  with 
the  established  practices  of  the  industry  in  the  district 
wherein  the  borrower  is  located,  and  (b)  to  market  the 
pledged  peas  at  a  rate  not  less  than  the  marketing  of  his 
unpledged  peas. 

7.  Loan  shall  be  evidenced  by  promissory  note  of  the 
borrower,  payable  to  order  of  the  Canned  Foods  Finance 
Corporation,  with  interest  at  5%  per  annum  payable 
quarter-annually,  and  maturing  not  later  than  June  1,  1940. 
Etc.” 

• 

CONVENTION  DATES 

MARCH  9-10,  1939 — New  York  State  Canners,  Annual  Exten¬ 
sion  School,  New  York  State  College  of  Agriculture,  Geneva, 
New  York. 

MARCH  15-17,  1939 — Wisconsin  Canners  Short  Course,  Madi¬ 
son,  Wis. 

APRIL  13-14,  1939 — Tri-State  Packers’  Association,  Spring 
Meeting,  Lord  Baltimore  Hotel,  Baltimore. 


THE  BOOK  YOU  NEED  ! ! 

**A  Complete  Course  in  Canning.” 

Nev>  6th  Edition 

PubUshed  by  THE  CANNING  TRADE. 
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PrelimincirY  Report  on  the  Use  of  the  J 

Tenderometer  in  Forcasting  Grades  oF  Alaska 

Peas  For  Canning 

by  E.  P.  WALLS  and  W.  B.  KEMP. 

University  of  Maryland  Asricultural  Experiment  Station  Department  of 
Horticulture,  College  Park,  Maryland 


During  the  pea  canning  season  of  1938  the  Horti¬ 
cultural  Department  of  the  University  of  Mary¬ 
land  continued  the  field  investigations  on  the 
gradng  of  raw  Alaska  peas  carried  on  since  1935.  The 
investigations  dealt  mainly  with  work  with  the 
tenderometer,  both  on  composite  samples  and  with 
sieve  sizes.  Work  with  the  brine  method  was  also 
continued  and  another  machine,  the  texturemeter,  was 
tried  for  the  first  time.  The  State  Department  of 
Markets  assisted  in  the  collection  of  some  of  the 
samples. 

In  the  complete  season’s  work  approximately  1,200 
samples  of  either  composite  (run-of-pod)  peas  or  the 
various  sieve  sizes  were  canned  at  the  following  loca¬ 
tions  in  Maryland:  Snow  Hill,  Ridgely,  Westminster, 
Gaithersburg,  and  Mountain  Lake  Park.  These  were 
graded  by  Messrs.  Strasburger  and  Siegel  and  many 
duplicate  samples  received  independent  grading  by 
Mr.  L.  M.  Billman  of  the  Bureau  of  Agricultural 
Economics,  U.  S.  Department  of  Agriculture.  The  com¬ 
plete  data  were  then  turned  over  to  the  Department  of 
Genetics  and  Statistics  at  the  University  for  analysis. 
As  the  statistical  work  on  the  tenderometer  data  has 
been  completed,  the  following  information  is  being 
sent  to  pea  caners,  who  might  wish  to  use  the 
tenderometer  as  a  basis  for  contracting  for  and  pur¬ 
chasing  of  this  crop  in  1939. 

The  forecasting  equations  which  were  finaly  de¬ 
veloped  were  based  on  samples  on  which  two  indepen¬ 
dent  grades  were  available.  Further  information  on 
other  phases  of  the  work  will  be  released  as  it  becomes 
available  and  the  whole  matter  will  be  discussed  at  the 
annual  Canners’  Short  Course  at  the  University  on 
'ebruary  24. 

The  tenderometer  readings  for  peas  of  any  given 
ieve  size,  or  combination  of  sieve  sizes,  and  the 
maturity  grade  will  vary  between  certain  limits,  which 
an  be  defined  with  a  reasonable  degree  of  accuracy. 
Tables  1  and  2.) 

Two  methods  have  been  developed  for  forecasting 
grades  from  tenderometer  readings.  The  first  of  these 
Table  1)  called  for  obtaining  the  tenderometer  read- 
ng  of  the  composite  (run-of-pod)  sample  only.  This 
vas  used  in  the  formulae  to  determine  the  grade  of  1 
md  2  sieve  peas  combined,  3  sieve  peas,  and  4  and  5 
sieve  peas  combined.  By  the  use  of  this  method  the 
following  tenderometer  readings  have  been  derived  as 
indicating  the  range  within  the  four  commercial  groups 


of  peas,  i.  e.,  fancy,  extra  standard,  standard  and  sub¬ 
standard. 


TABLE  1.  GRADE  LIMITS  COMPUTED  FROM  COMPOSITE  SAMPLES 
_ IN  TERMS  OF  TENDEROMETER  READINGS 


Tenderometer  Readings 

on  Composite 

Samples 

Fancy 

Extra 

Standard 

Standard 

Sub-Standard 

1  and  2  sieve 
peas  combined  =: 

105  or  below 

106  to  180 

181  to  236 

3  sieve  peas  = 

119  or  below 

120  to  190 

191  or  above 

4  and  5  sieve 
peas  combined  = 

73  or  below 

74  to  159 

160  or  above 

The  above  limits  in  each  grade  group  have  been  de¬ 
rived  from  the  following  set  of  formulae,  calculated 
statistically. 

(a)  37.58 — (.0533  times  tenderometer  readng  of 

composite  sample)  ==  Grade  of  1  and  2 
sieve  peas  combined. 

(b)  33.08 — (.0426  times  tenderometer  reading  of 

composite  sample)  =  Grade  of  3  sieve 
peas. 

(c)  30.54 — (.0348  times  tenderometer  reading  of 

composite  sample)  =  Grade  of  4  and 
5  sieve  peas  combined. 

By  the  use  of  this  method  the  sampling  and  tendero¬ 
meter  work  is  lessened,  as  it  is  only  necessary  to  run 
one  sample  on  the  tenderometer  to  obtain  the  grade  in 
the  three  sieve  size  groups  given. 

The  second  method  called  for  obtaining  a  separate 
tenderometer  reading  on  1  and  2  sieve  peas  combined, 
on  3  sieve  peas  and  on  4  and  5  sieve  peas  combined. 
By  the  use  of  this  method  the  following  tenderometer 
readings  have  been  derived  as  indicating  the  range 
within  the  four  commercial  groups  .  (Table  2.) 


TABLE  2.  GRADE  LIMITS  COMPUTED  FROM  SIEVE  SIZE  SAMPLES 
IN  TERMS  OF  TENDEROMETER  READINGS 


Tenderometer  Readings 

on  Sieve  Size 

Samples. 

Fancy 

Extra 

Standard 

Standard 

Sub-Standard 

1  and  2  sieve 
peas  combined  = 

74  or  below 

75  to  123 

124  to  160 

3  sieve  peas  = 

117  or  below 

118  to  179 

180  or  above 

4  and  6  sieve 
peas  combined  = 

95  or  below 

96  to  185 

186  or  above 

The  above  limits  in  each  group  have  been  derived 
from  the  following  set  of  formulae,  calculated 
statistically. 

(d)  38.08 — (.0819  times  tenderometer  reading  of  1 
and  2  sieve  peas  combined)  =  Grade  of 
1  and  2  sieve  peas  combined. 
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BILL  MEINTZER  JOINS  NATIONAL  CAN 

William  C.  (Bill)  Meint- 
zer,  for  many  years  with 
the  Talbot  Canning  Cor¬ 
poration,  has  joined  the 
Eastern  District  Sales  De¬ 
partment,  Packers  Can 
Division,  of  the  National 
Can  Corporation,  and  will 
be  assigned  to  the  Eastern 
Shore  Peninsula  and  Dela¬ 
ware  territory,  with  head¬ 
quarters  at  Baltimore. 

Bill  was  born  in  Easton, 
Maryland,  in  1906.  He 
graduated  from  the  Easton 
High  School  in  1924,  after 
which  he  entered  the  can¬ 
ning  business  with  the  old 
Talbot  Packing  and  Pre¬ 
serving  Company.  When 
this  company  was  reorg¬ 
anized  under  the  name  of 
Talbot  Canning  Corpora¬ 
tion,  Bill  was  made  Vice- 
President,  which  position 
he  held  until  recently. 

In  1930,  Bill  married  Ruth  Mae  Rittenhouse  of  Weldon,  North 
Carolina,  and  today  they  are  pi’oud  parents  of  two  fine  children, 
a  son  and  a  daughter.  He  is  a  member  of  the  Masonic  Fra¬ 
ternity  and  of  the  Young  Guard  Society. 

His  activities  in  merchandizing  canned  foods  have  brought 
Bill  in  contact  with  many  canners,  brokers  and  buyers,  and  we 
are  confident  his  many  friends  wish  him  the  best  of  luck  in 
this  new  field  of  endeavor. 

(e)  33.68 — (.0485  times  tenderometer  reading  of  3 

sieve  peas)  =  Grade  of  3  sieve  peas. 

(f)  31.22 — (.0338  times  tenderometer  reading  of  4 

and  5  sieve  peas  combined)  =  Grade  of 

4  and  5  sieve  peas  combined. 

The  above  method  in  which  a  tenderometer  reading 
is  made  for  each  group  of  sieve  sizes  separately,  would 
probably  be  more  accurate  than  the  first  method  in  sea¬ 
sons  when  unusual  conditions  prevailed  such  as  bad 
attacks  of  aphids  or  drought. 

It  should  be  understood  that  the  tenderometer  limits 
established  by  study  of  the  samples,  within  the  four 
grade  groups,  necessarily  represent  the  closest  approxi¬ 
mation  that  the  data  afford,  and  that  as  the  grade  limits 
are  approached,  there  are  bound  to  be  extreme  indi¬ 
vidual  samples  which  will  not  conform  to  this  approxi¬ 
mation.  As  an  illustration  let  us  take  the  group  of 
extra  standard  peas  of  1  and  2  sieve  sizes  combined  in 
Table  1,  which  show  tenderometer  limits  of  106  to  180. 
As  is  well  known,  the  lowest  maturity  grade  score  for 
extra  standard  peas  is  28.  The  tenderometer  limit 
between  extra  standard  and  standard  peas  is  given  as 
180.  If  we  take  a  sample  with  a  tenderometer  reading 
of  180  and  substitute  this  reading  in  formula  (a)  we  will 
obtain  a  result  of  27.98  or  in  round  numbers  28,  which 
will  bring  it  within  the  extra  standard  group.  How¬ 
ever,  this  particular  sample  when  graded  may  show  a 
score  below  28,  thus  placing  it  in  the  standard  group. 
Likewise,  there  will  occasionally  be  a  load  of  peas  for 
which  the  sample  will  test  higher  than  180  and  grade 
no  lower  than  28.  Such  condition  is  necessarily  true 
near  the  upper  and  lower  limits  of  each  grade  group. 
Inspection  of  the  data  at  hand,  however,  shows  that 


when  grades  of  samples  from  a  number  of  loads  are 
observed,  these  variations  tend  to  balance  each  other. 

In  regard  to  Alcohol  Insoluble  Solids  content,  deter¬ 
mined  on  4  and  5  sieve  peas,  it  has  been  found  that  an 
average  tenderometer  reading  in  excess  of  200  would 
indicate  a  probability  of  the  sample  running  over  23.5 
per  cent  A.I.S.  The  lowest  tenderometer  reading  at 
which  any  sample  of  4  and  5  sieve  peas  exceeded  23.5 
per  cent  of  alcohol  insoluble  solids  was  172.  The  high¬ 
est  tenderometer  reading  for  a  sample  which  did  not 
exceed  23.5  per  cent  alcohol  insoluble  solids  was  207. 

The  above  results  are  based  on  samples  collected 
and  studied  in  1938  and  the  predictions  are  mathe¬ 
matically  the  most  accurate  that  could  be  derived  from 
them.  The  accuracy  of  the  application  of  these  methods 
in  forecasting  grades  in  1939  will  depend  upon  the 
extent  to  which  the  coming  season  and  the  resulting 
quality  of  the  peas  produced,  conforms  to  the  samples 
used  in  1938. 

To  summarize  the  information  contained  herein,  two 
sets  of  tables  and  formulae  have  been  calculated  for 
forecasting  maturity  grades.  The  first  set  makes  it 
possible  to  forecast  the  grade  of  1  and  2  sieve  peas 
combined,  3  sieve  peas,  and  4  and  5  sieve  peas  com¬ 
bined,  from  one  tenderometer  reading  of  a  composite 
sample.  The  second  set  requires  the  separation  of  the 
composite  sample  into  1  and  2  sieve  peas  combined,  3 
sieve  peas,  and  4  and  5  sieve  peas  combined  and  obtain¬ 
ing  a  separate  tenderometer  reading  on  each  of  these 
three  groups.  The  second  method  requires  considerably 
more  work  and  the  use  of  a  sample  grader  to  separate 
the  sieve  sizes.  In  either  case  it  would  be  necessary  to 
run  a  small  portion  of  the  composite  sample  through 
hand  sieves  in  order  to  determine  the  percentage  of 
the  various  sieve  sizes  in  a  particular  load. 

• 

ANNOUNCEMENT  is  made  by  Link-Belt  Company,  Philadelphia, 
Chicago,  San  Francisco,  that  in  connection  with  the  problem  of 
pi’eventing  pollution  of  adjacent  streams,  it  has  developed  a 
mechanical  vibrating  screen  for  the  efficient  removal  of  solids 
from  factory  waste  water.  This  screen,  having  a  screening 
surface  of  2  x  4  feet  or  4  x  5  feet  and  employing  fine-mesh  stain¬ 
less  steel  screen  cloth,  has  already  been  thoroughly  tried  out  at 
several  vegetable  and  citrus  fruit  canning  plants.  It  is  pointed 
out  that  this  vibrating  screen  is  a  compact,  self-contained  unit, 
furnished  complete  with  steel  collecting  tank  under  screen  cloth. 
The  motor  is  of  1  or  2  h.  p.,  depending  upon  size  of  screen,  and 
is  mounted  on  top  of  the  screen’s  steel  framework.  It  is  also 
stated  that  no  spray  water  is  required  for  washing  the  particles 
from  screen  cloth,  the  mechanical  vibratory  action  of  the  screen 
itself  removing  them;  that  the  first  cost  of  the  installation  is 
low;  and  that  the  screen  cloth,  of  minimum  size  for  the  work 
performed  is  easily  replaced  when  necessary. 

CANCO’S  MR.  STURDY  SPEAKS 

March  6 — Lakeland,  Fla.,  Rotary  Club,  at  12:45  P.  M. 

March  7 — Tampa,  Fla.,  Lions  Club,  at  12:30  P.  M. 

March  8 — Clearwater,  Fla.,  Men’s  Club. 

March  9 — St.  Petersburg,  Fla.,  High  School,  at  9:25  A.  M. 

March  9 — St.  Petersburg,  Fla.,  Exchange  Club,  at  noon. 

March  9 — St.  Petersburg,  Fla.,  Park  Program,  at  7:30  P.  M. 

March  10 — St.  Petersburg,  Fla.,  Junior  College,  at  9:30  A.  M. 

March  10 — St.  Petersburg,  Fla.,  Rotary  Club,  at  noon. 

March  13 — Brandenton,  Fla.,  Rotary  Club. 

March  14 — Sarasota,  Fla.,  Service  Club. 

March  15 — Fort  Myers,  Fla.,  Kiwanis  Club,  at  noon. 

March  16 — Miami,  Fla.,  Dietitians  and  Home  Economists,  at 
11:10  A.  M. 

March  17 — Coral  Gables,  Fla.,  Students,  at  10:10  A.  M. 
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I  HOW  I 
I  DO  YOUR  I 
CANNED  FOODS! 


Canners  who  pack  their  food  products  with 
Cerelose  (Dextrose)  have  demonstrated  that  after 
months  on  the  shelf,  the  original  flavor,  color  and 
texture,  have  completely  withstood  the  “test  of 
time”.  Dextrose  is  a  distinct  reducing  agent.  Since 
deterioration  of  canned  foods  is  chiefly  due  to 
oxidation,  it  is  evident  that  Dextrose  increases 
shelf  life. 

Furthermore,  Dextrose  brings  out  the  natural 


flavor  of  fruits  and  vegetables.  This  is  explained 
by  the  fact  that  its  sweetening  action  is  faster, 
and  Dextrose,  a  pure  refined  sugar,  does  not  cloy 
the  taste. 

It  will  pay  you  to  investigate  the  use  of  Dextrose. 
Expert  technical  advice  will  be  provided  without 
cost  or  obligation — and  free  samples  of  Dextrose 
will  be  supplied  for  experimentation.  For  full  par¬ 
ticulars,  please  write  to 


CORN  PRODUCTS  SALES  COMPANY,  17  BATTERY  PLACE,  NEW  YORK  CITY 


[EREIOSE 

[pure  dextrose  sugar] 
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GRAMS  of  INTEREST 


E.  ELMER  LANCRALL  BOUMI  TEMPLE  HEAD 

E.  Elmer  Langrall, 
president  of  J.  Langrall 
and  Bro.,  Inc.,  fruit  and 
vegetable  canners  since 
1878,  whose  headquar¬ 
ters,  warehouse  and  main 
plant  are  located  in  Bal¬ 
timore,  and  a  plant  in 
Centerville,  Queen  Anne 
County,  Maryland,  was 
elected  Illustrious  Poten¬ 
tate  of  Boumi  Temple, 
Baltimore,  Md.,  Ancient 
Arabic  Order  Nobles 
Mystic  Shrine,  at  the  last 
business  meeting  in 
January.  Boumi  Temple 
will  be  the  host  for  the 
first  time  since  the  char¬ 
ter  of  the  Temple  in 
1884,  to  the  Imperial 
Council  Session  here  in 
June  of  this  year.  Aside 
from  the  expected  larg¬ 
est  turnout  of  any  Im¬ 
perial  Session,  it  will  be 
the  largest  convention  ever  held  in  Baltimore.  Over  100,000 
Shriners  and  their  families  will  be  in  this  city  on  June  26, 
27,  28  and  29. 

Mr.  Langrall  has  been  associated  with  his  firm  since  1906. 
He  has  managed  both  plants  since  1911.  In  1937,  at  the  death 
of  his  father,  Leander  Langrall,  founder  of  the  business,  he 
became  president  and  handled  both  sales  and  production.  This 
firm  are  packers  of  “Maryland  Chief”  canned  foods  which  are 
distributed  nationally.  Mr.  Langrall  is  also  Vice-President  of 
the  Acme  Box  Co.,  manufacturers  of  wooden  boxes,  and  is  also 
Treasurer  of  the  Baltimore  Canned  Foods  Exchange,  one  of  the 
oldest  organizations  of  its  kind  in  the  United  States. 

• 

GAMSE  LITHOGRAPHING  COMPANY  of  Baltimore  made  an  exhaus¬ 
tive  study  of  the  new  Federal  Food,  Drug,  and  Cosmetic  Act 
which  becomes  effective  June  25th,  1939.  Accordingly  the  Com¬ 
pany  wishes  to  announce  the  establishment  of  a  bureau  in  their 
organization  in  charge  of  a  chemical  engineer  who  will  render 
free  service  to  customers  in  connection  with  label  changes 
necessary  under  the  new  regulation. 

• 

GLOBE  KANRYTEX  is  the  name  of  a  conveyor  belt  designed 
especially  by  the  Globe  Woven  Belting  Co.,  Inc.,  of  Buffalo, 
N.  Y.,  to  meet  modern  sanitary  requirements  in  the  Canning 
Industry.  Kanrytex  Belts  are  specially  treated  to  resist  the 
acid  juices  of  fruits  and  vegetables  and  because  of  this  treat¬ 
ment  will  not  peel  or  crack  and  are  easily  cleaned  with  hot 
water  or  live  steam. 

• 

STREAM  POLLUTION  has  been  charged  against  Stokley  Bros.  & 
Company  by  dairy  farmers  in  the  vicinity  of  the  Company’s 
Greenwood  and  Whiteland,  Indiana,  plants.  Eleven  separate 
suits,  made  since  last  Fall,  seek  to  recover  a  total  of  $21,625 
damages. 

• 

EXPOSITION  VISITORS  during  the  last  week  in  February  at  San 
Francisco,  Calif.,  included  Mr.  and  Mrs.  J.  R.  Kreiger  of  Wyan¬ 
dotte,  Mich.,  where  the  store  of  this  retail  grocer  is  outstanding; 
Henry  Kuehn,  a  cold  storage  operator  of  Milwaukee,  Wis.,  and 
Mr.  and  Mrs.  Samuel  Frankel,  of  the  wholesale  grocery  house 
of  the  Grosberg  and  Reuter  Co.,  Detroit,  Mich. 


“A  CAN-A-DAY  WILL  DO  IT,”  and  the  letter  addressed  to  the 
Canning  Industry  of  America  by  the  Canning  Machinery  and 
Supplies  Association  on  this  subject  produced  unexpected  results. 
President  W.  E.  Nicholoy,  of  the  C.M.S.A.  has  been  literally 
snowed  under  with  letters  from  canners,  thanking  the  Associa¬ 
tion  and  giving  assurance  of  wholehearted  cooperation  in  spread¬ 
ing  the  story  of  Canned  Foods — All  Canned  Foods.  If  this 
could  be  done,  not  for  a  day,  a  week  or  a  month,  but  all  of  the 
time.  Canned  Foods  would  really  come  into  their  own.  The  only 
cost  would  be  just  a  little  effort,  and  perhaps  an  admission  of 
pride  in  the  business  in  which  we  are  all  interested.  It  certainly 
13  worth  trying. 

• 

THE  SECOND  BIG  PEA  MARKETING  PROGRAM  will  get  under  way 
March  26th,  using  full  color  advertising  in  50  of  the  country’s 
leading  newspapers.  New  display  material  has  been  prepared 
and  is  now  ready  for  the  use  of  cooperating  canners.  The  full 
cooperation  of  the  pea  canning  industry  is  urged  to  make  this 
big  drive  a  complete  success. 

• 

WORK  HAS  STARTBID  on  the  new  Haley  Canning  Co.  plant  at 
Hillsboro,  Ore.  The  city  of  Hillsboro  is  giving  the  company 
title  to  land  with  the  stipulation  that  the  company  must  build  a 
canning  plant  valued  at  not  less  than  $6,000  within  the  next 
six  months. 

• 

THE  CANNED  FOOD  ASSOCIATION  of  British  Columbia  elected  the 
following  officers  at  their  annual  Convention  held  last  week: 
President,  L.  J.  Kelly,  Rowcliffe  Canning  Co.,  Ltd.,  Kelowna; 
Vice-President,  R.  S.  Twining,  Gordon  Head  Canning  Co.,  Ltd., 
Victoria;  Secretary,  Hugh  Dalton;  Executives,  G.  G.  Lister, 
Canadian  Canners  (Western),  Ltd.,  Vancouver,  T.  R.  Bulman, 
Bulmans,  Limited,  Vernon  and  E.  M.  Gilland,  Berryland  Fruit 
and  Dairy  Farms,  Ltd.,  Haney. 

• 

OFFiCE^iS  AND  DIRECTORS  of  the  California  Retail  Grocers  and 
Merchants  Association  met  recently  at  the  San  Francisco  head¬ 
quarters  in  the  semi-annual  conclave,  with  secretaries  and  presi¬ 
dents  of  twenty-six  California  local  grocery  associations  in 
separate  sessions.  Later,  a  joint  gathering  was  held  to  formu¬ 
late  a  program  of  bettering  conditions  throughout  the  food  and 
grocery  industry  of  the  State. 

• 

J.  H.  GILLULEY,  Advertising  Manager,  announces  that  the  Ad¬ 
vertising  Department  of  Anchor  Cap  and  Closure  Corp.  and  the 
Anchor  Hocking  Glass  Corp.  will  be  located  at  the  latter’s 
general  headquarters  office  at  Lancaster,  Ohio,  effective  im¬ 
mediately. 

• 

FOREST  J.  MAYNARD,  head  of  the  Forest  J.  Maynard  Co.,  San 
Francisco,  Calif.,  billing  and  sales  agent  for  the  California 
Canning  Peach  Association,  passed  away  unexpectedly  of  a 
heart  attack  in  February.  He  had  returned  but  a  day  before 
from  an  extended  Eastern  business  trip  and  was  at  his  desk 
when  death  came.  He  was  a  native  of  Vermont,  42  years  of  age, 
and  is  survived  by  his  widow  and  two  daughters.  The  sales 
contract  with  the  growers’  organization  terminated  with  his 
death  and  no  one  has  been  selected  to  take  over  his  duties. 

• 

CHARLES  c.  MORRISON,  well-known  artist  and  industrial  de¬ 
signer,  formerly  associated  with  Continental  Can  Company,  has 
joined  the  packaging  development  staff  of  the  Owens-Illinois 
Can  Company  for  whom  he  will  act  as  consultant  and  package 
development  contact  man,  with  headquarters  in  New  York. 

• 

A.  w.  TIMMER,  president  and  manager  of  the  Tip  Top  Canning 
Co.,  Tippecanoe  City,  Ohio,  died  February  5th  at  Troy,  Ohio. 
He  had  been  ill  since  last  Fall.  His  sons,  Robert  and  Thomas, 
are  vice-president  and  secretary-treasurer  of  the  canning 
company. 
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. .  Q)iviuon  of  ike  . . 

PHILLIPS  PACKIl^G  COIHPAIMY,  Inc. 

'T^acken  of  T^killips  Delicious  Qualiiif  Canned  ^ooJs 

CAMBRIDGE  •  MARYLAND.  U.S.A. 


‘nOMM/ie/f 


PoiDtK 


Units 


V INERS  must  be  driven  with  steady,  dependabh 
power  to  secure  best  results,  and  it  is  also  impor< 
tant  that  it  be  furnished  at  a  reasonable  cost . 

If  the  speed  varies  with  the  load,  or  if  the  speec 
of  the  engine  cannot  be  easily  regulated  to  meei 
the  different  conditions  of  the  crop,  large  and  im¬ 
portant  losses  are  taken  by  the  canner  and  grower. 


PROVIDE  DEPENDABLE,  STEADY  AND 
ACCURATELY  CONTROLLED  POWER 


due  to  loss  of  peas  that  pass  out  of  the  viners  un-  pp 

hulled,  or  from  breakage  during  the  hulling  1  HESE  units  are  equipped  with  four  or  six 


process.  cylinder  engines  with  fly-ball  governors.  They 

All  users  of  these  power  units  are  highly  pleased  produce  power  which  can  be  changed  to  meet 
with  their  performance  and  economy.  You  can  the  different  crop  conditions  by  the  movement 
now  drive  a  two-viner  station  efficiently  with  a  of  a  convenient  lever  without  stopping  the 


fuel  and  maintenance  cost  of  less  than  forty  cents  engine .  They  are  especially  engineered  to 


per  hour.  Other  sized  stations  in  proportion.  meet  every  requirement  for  Viner  Drive. 
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Mr.  T.  J.  Beirne,  who 
for  the  past  ten  years 
filled  an  important  posi¬ 
tion  in  the  General  Line 
Sales  Division  of  National 
Can  Corporation  in  New 
York,  will  shortly  return 
as  Manager  of  the  Chicago 
Headquarters  of  this  Com¬ 
pany.  Present  facilities 
have  been  combined  at  a 
central  location  —  namely 
3623  South  Racine  Ave., 
Chicago,  Telephone  No. 
Yards  1334 — not  only  to 
maintain  the  policy  of 
prompt  service,  but  to 
offer  every  improvement  to 
customers  affected  by  this 
move. 


T.  I.  BEIRNE 


UNITED  STATES  CANNED  AND  DRIED  FOODS 
EXPORTS  LARGE  IN  1938 

A  DEQUATE  supplies  in  the  United  States  at  more 
competitive  prices,  smaller  fruit  crops  in  Europe, 
/  \and  stimulation  of  buying  interest  by  the  then 
proposed  United  States-United  Kingdom  Trade  Agree¬ 
ment,  combined  to  make  1938  an  all-time  record  export 
year  for  canned  fruits,  according  to  the  Foodstuffs 
Division,  Bureau  of  Foreign  and  Domestic  Commerce. 
Shipments  abroad  in  1938  totaled  327  million  pounds, 
exceeding  by  5  million  pounds  the  previous  record 
established  in  1935. 

Dried  fruits  also  went  to  foreign  consumers  from 
the  United  States  in  near  record  volume  during  the 
past  year  and  totaled  492  million  pounds.  Outstanding 
in  the  dried  fruit  export  trade  of  1938  was  Denmark, 
which  took  37  million  pounds,  or  six  times  its  purchases 
from  the  United  States  in  1937,  owing  to  removal  of 
import  permit  requirements  for  these  products  in  the 
middle  of  last  year. 

The  markets  in  the  United  Kingdom  and  France 
purchased  larger  quantities  of  American  canned 
salmon  in  1938  than  in  1937,  and  accounted  for  a  con¬ 
siderable  part  of  the  more  than  one-fourth  increase  in 
export  business  in  this  item  between  those  two  years. 

In  a  study  available  now  entitled  “Canned  and  Dried 
Foods — United  States  Export  Trade  in  1938”  the  1939 
export  outlook  for  many  individual  items  is  analyzed, 
the  possible  future  extent  of  Australian  competition 
in  the  United  Kingdom  market  is  appraised,  and  de¬ 
tailed  statistics  showing  exports  of  individual  commodi¬ 
ties  by  principal  countries  of  destination  are  given. 

Interested  exporters  may  obtain  copies  of  this  publi¬ 
cation  upon  application  to  the  Bureau  of  Foreign  and 
Domestic  Commerce  in  Washington  or  through  any  of 
its  District  or  Cooperative  Offices. 


CONTINENTAL  TO  VOTE  ON  INSURANCE 
PLAN 

Stockholders  of  continental  can  Co.,  Inc. 
will  vote  on  a  voluntary  insured  retirement 
annuity  plan  for  employees  at  the  annual  meeting 
to  be  held  March  28.  Four  class  B  directors,  to  hold 
office  for  terms  of  three  years,  will  also  be  elected. 

“Up  to  this  time  the  company  and  its  employees  have 
been  without  the  benefit  of  any  definite  retirement 
plan,  which  fact  in  the  past  has  made  it  necessary  for 
the  management  to  consider  each  retiring  employee  as 
a  separate  case.  This  method  of  dealing  with  the 
matter  has  not  been  satisfactory  from  either  the  view¬ 
point  of  the  company  or  that  of  its  employees.  For 
some  time  the  management  has  been  making  a  study 
of  the  various  plans  offered  by  the  insurance  com¬ 
panies,  and  as  a  result  of  this  study,  believe  that  the 
plan  developed  with  the  Metropolitan  Life  Insurance 
Co.  secures  for  the  company  and  its  employees  the 
most  desirable  benefits  that  could  be  obtained  at  a 
moderate  cost,”  it  was  stated  in  the  letter  to  stock¬ 
holders  signed  by  C.  C.  Conway,  chairman,  and  0.  C. 
Huffman,  president. 

The  retirement  annuity  plan,  which  is  in  addition 
to  the  old-age  benefits  of  the  Federal  Social  Security 
Act,  is  open  to  all  employees  receiving  $3,000  annual 
compensation  or  more  and  having  at  least  one  year’s 
service. 

It  provides  for  contributions  by  both  the  company 
and  the  employee  toward  the  purchase  of  a  future 
service  retirement  annuity.  In  addition,  the  company 
will  provide  a  past  service  retirement  annuity  for 
employees  over  forty-one  years  of  age  at  the  time  the 
plan  goes  into  effect.  In  no  case,  however,  will  the 
total  retirement  annuity  paid  to  any  employee  exceed 
$15,000  annually.  The  normal  retirement  age,  except 
by  special  arrangement,  is  sixty-five  years. 

Provisions  are  made  for  refunds  in  the  event  of 
death  or  termination  of  service  of  employees,  with 
options  to  retain  annuity  rights  in  certain  cases.  The 
term  “employee”  includes  all  officers  and  employees 
of  the  company  and  its  subsidiaries  whose  basic  com¬ 
pensation  is  salary  or  commission. 

If  all  eligible  employees  participate,  the  estimated 
total  cost  to  the  employees  would  be  approximately 
$100,000  a  year  and  to  the  company  $310,000  for  the 
first  year,  $300,000  annually  for  the  next  sixteen  years, 
and  thereafter  $124,000,  which  is  the  approximate 
amount  of  the  company’s  annual  cost  to  purchase 
future  service  annuities,  the  notice  states. 

AT  THE  TWELFTH  ANNUAL  CONFERENCE  of  Canners,  Fieldmen 
and  Growers  at  Purdue  University  the  following  named  men 
were  cited  for  outstanding  service  to  agriculture  in  1938 ;  Rodney 
Koontz,  Gaston;  Brainard  Nelson,  Morristown;  E.  C.  Stair, 
Purdue  University;  M.  E.  Cromer,  Muncie,  and  A.  A.  Irwin, 
Indianapolis.  In  recognition  for  their  service,  these  gentlemen 
were  admitted  to  membership  of  “The  Knights  of  the  Red  Tie.” 

• 

A  MODERN  LABORATORY  to  analyze  important  merchandise 
entering  eight  Western  collection  districts  is  to  be  fitted  up  in 
the  new  Customs  House  at  San  Francisco,  California.  The 
laboratory  serves  the  collection  districts  of  Portland,  Seattle, 
Juneau,  Honolulu,  Great  Falls,  Denver,  Salt  Lake  and  San 
Francisco. 
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Help  yourself  to 
9  r  e  a  t  e  r  yield,  \J^ 

greater  volume,  higher 
quality,  lower  costs  ^ 
with  E-Z-Adjust  Pulpers. 


Complete  Equip¬ 
ment  for  manufac¬ 
ture  of  tomato  pro¬ 
ducts. 


#  The  advantages  afforded  by  Lang- 
senkamp  units  are  essential  to  profitable  plant  operation. 
The  use  of  Langsenkamp  Equipment  means  the  reduction 
of  product  costto  a  figure,  which  under  ordinary  conditions, 
should  yield  a  profit  on  selling  price.  Langsenkamp  Equip¬ 
ment  puts  profit  control  into  your  hands  to  a  maximum 
degree. 


F.  H.  LANGSENKAMP  CO. 


^Efficiency  in  the  Canning  Plant’ 


INDIANAPOLIS,  IND. 


PRODUCTION  UNITS  BUILT  TO  HELP  YOU 


O  You  can  help  yourself  to  a  number  of  things  with  Langsenkamp 
Production  Units — all  of  which  adds  up  to  operating  advantages.  For 
instance,  Langsenkamp  Equipment  saves  product,  saves  time,  saves 
labor,  reduces  power  cost,  increases  plant  capacity,  reduces  overhead — 
and  with  all  these,  makes  products  of  higher  quality. 


Kook-More  Stainless  Steel 
Units  equal  Dependable 
performance  and  higher 
efficiency  with  EXTRA 
YEARS  OF  SERVICE. 


MAXIMUM 

PROTECTION 

at 

Minimum  Cost 

CAHNERS  EXCHANGE  SUBSCRIBERS 

at 

WARNER  INTER- INSURANCE  BUREAU 


LANSING  B.  WARNER,  Incorporated 
540  N.  Michigan  Ave.,  CHICAGO 


FOR  CUT  GREEN 
OR  WAX  BEANS 


'  f  *  CRCO 
Nubbin  Grader 


Send  for  special  Nubbin 
Grader  Bulletin 


The  new  CRCO  Nubbin  Grader  removes 
short  cuts,  loose  beans,  etc.,  from  cut  green 
and  wax  beans,  and  is  generally  used  immedi¬ 
ately  following  the  cutters  or  graders. 

Can  also  be  used  for  grading  small  fruits  and 
other  small  products. 


Compani/,  Incorporated 
NIAGARA  FALLS,  N.  Y.  COLUMBUS,  WIS. 

NIAGARA  FALLS.  ONT.  SEATTLE,  WASH. 

JAS.  Q.  LEAVITT  &  CO.,  OGDEN,  UTAH 
A.  K.  ROBINS  &  CO.,  BALTIMORE,  MD. 


HELP  YOURSELF 


14 


March  6, 1 939 


Advertising  Is  Necessary 


By  ^^BETTER  PROFITS’ 


The  world  do  move”  even  if  we  do  not  keep  up 
with  it !  When  the  Pea  Canners  Cooperative  was 
first  announced  the  writer  urged  every  canner 
to  get  back  of  the  movement,  as  it  seemed  to  hold 
promise  of  being  an  honest-to-goodness  attempt  to 
merchandise  a  crop  that  along  with  corn  and 
tomatoes  has  needed  constructive  sales  efforts  back 
of  it  for  a  long  time.  As  our  readers  know,  the  financ¬ 
ing  of  the  movement  took  time;  not  all  canners  of 
peas  who  should  have  been  in  the  picture  from  the 
start  were  well  sold  on  it;  some  well  able  to  afford 
their  contributions  held  off  for  one  reason  or  another. 
Readers  will  recall  I  felt  too  much  time  was  being 
lost  in  getting  started  selling  peas.  In  spite  of  all 
this,  what  has  happened? 

I’ll  tell  you.  Read  the  Editorial  in  The  Canning 
Trade  for  February  20th,  and  you’ll  see  what  has 
happened.  I  quote,  “Statistical  reports  show  that 
during  January,  they  sold  and  shipped  1,448,470 
cases  of  peas,  of  which  the  mid-west  contributed  over 
700,000  cases.  This  is  a  better  movement  than  last 
year.  The  same  authority  reports  sales  and  ship¬ 
ments  of  canned  corn  amounting  to  1,335,031  cases, 
a  little  below  last  year’s.  In  fact,  corn  sales  and  ship¬ 
ments  are  running  almost  four  million  cases  behind 
last  year,  up  to  this  time.”  It’s  true  our  Editorial 
carries  on  with  the  opinion  that  this  decrease  is  due 
almost  altogether  to  the  absence  of  future  sales  against 
the  1938  pack,  while  future  sales  were  heavy  the  year 
before.  This  may  all  be  true  but  I’ll  bet  a  cookie  that 
the  decrease  in  sales  of  canned  corn  is  due  largely  to 
the  drive  on  canned  peas.  The  same  situation  in  con¬ 
nection  with  future  sales  of  peas  prevailed  as  was 
noted  in  corn,  yet  the  sales  of  canned  peas  are  ahead 
as  noted.  No  sir-e-e- !  Merchandising  of  canned  peas, 
starting  as  late  as  it  did,  harassed  as  it  was  by  the 
attitude  of  many,  still  in  its  formative  stages,  did  a  job 
of  which  the  managers  may  well  be  proud. 

Not  too  much  money  was  spent  in  market  analysis ; 
no  one  bothered  especially  to  learn  why  housewives 
did  or  did  not  buy  peas  in  a  given  market,  but  the 
holders  and  packers  of  peas  got  busy  and  under  a  con¬ 
crete  plan  with  competent  leadership,  canned  peas  have 
started  to  move  to  the  consumer. 

Earlier  in  the  year  I  pointed  out  that  the  movement 
should  be  supported.  Now  I  am  equally  insistent  that 
canners  of  corn  and  tomatoes,  at  least,  need  to  quickly 
follow  the  lead  of  the  pea  canners  with  a  campaign  of 
their  own,  designed  to  move  these  two  fine  commodities 
to  the  trade  and  to  the  consumer.  I  do  hear  in  under¬ 
tones  that  the  corn  canners  are  preparing  to  do  some¬ 
thing  big  but  I’m  just  fearful  that  the  bigness  of  the 
results  will  be  measured  by  the  size  of  the  loan  to  be 
obtained  for  the  aid  of  the  corn  canner  who  wants  to 
reduce  his  acreage  in  1939  and  who  still  wants  to  take 
care  of  his  trade.  Loans  from  Uncle  Sam  are  fine 


things  but  we  know  canner  after  canner  who  has 
merchandised  his  goods  in  the  past,  is  now  in  such  a 
position  he  does  not  need  additional  finance  at  this  time. 
What  he  does  need  are  more  selling  and  display  ideas 
with  which  his  trade  can  get  their  share  of  the  business 
to  be  had. 

On  my  desk  is  a  mailed  out,  mimeographed  handbill 
sent  to  the  house  by  a  food  dealer  who  stands  aces 
high  in  his  community.  It’s  the  usual  legal  size,  well 
illustrated,  it  always  is  read  by  those  fortunate  enough 
to  be  on  the  mailing  list.  Week  after  week  I  have 
noticed  the  owner  of  this  fine  business  has  advertised 
canned  peas.  He  even  had  a  window  display  in  which 
appeared  the  posters  supplied  by  the  Canned  Pea  Co¬ 
operatives  !  I  have  seen  posters  in  his  windows 
advertising  Del  Maize  Niblets  but  seldom  have  I  seen 
anything  in  his  weekly  ads  that  called  for  the  purchase 
of  corn  or  tomatoes.  Here  is  a  copy  of  a  neighborhood 
newspaper  distributed  free  in  a  community  of  forty-five 
thousand.  Five  complete  food  markets  use  its  adver¬ 
tising  columns  this  week  end,  and  only  two  out  of  the 
five  advertise  corn,  one  tomatoes  and  four  canned  peas. 
And  so  I  could  go  on  with  countless  examples  of  what 
the  canned  pea  Co-operatives  have  done  toward  moving 
canned  peas  to  the  housewives  of  the  United  States, 
and  how  necessary  it  would  seem  to  be  that  the  canners 
of  other  vegetables  should  go  and  do  likewise. 

The  merchandising  of  foods  being  what  it  is  today 
at  retail,  it  is  almost  necessary  that  you  do  some  sort 
of  advertising  if  you  are  to  have  those  constant 
increases  in  sales,  and  I  hope  profits,  that  are  so  much 
needed  if  one  is  to  continue  putting  out  high  class 
products  in  increasing  amounts.  I  say  it  is  necessary 
because  your  customers  do  advertising  on  their  own 
account  if  they  stay  in  business  and  continue  to  prosper. 
As  long  as  pressure  is  brought  to  bear  on  them  from 
one  food  group  they’ll  respond  with  support.  As  long 
as  your  product  is  not  kept  before  them  in  some  way 
or  another,  it  will  be  neglected  to  a  large  extent  in  the 
individual  ads  and  handbills  published  by  your  retail 
distributors.  In  market  after  market,  we  see  this 
Winter  Frosted  Foods  being  introduced.  In  each  mar¬ 
ket  where  a  certain  brand  is  supported  with  a  com¬ 
prehensive  schedule  of  well  planned  weekly  store  and 
window  poster  advertising,  we  find  that  brand  beating 
out  competition.  Of  course,  the  products  supported 
with  this  adequate  merchandising  coverage  are  prob¬ 
ably  equal  to  any  in  quality  and  superior  to  most  others 
on  the  market,  but  the  fact  remains  that  the  adver¬ 
tising  support  they  receive  is  very  instrumental  in 
establishing  them  in  the  unassailable  merchandising 
position  they  have  earned  in  a  short  time.  Competitiors 
of  this  leader  do  have  sporadic  advertising  support 
once  in  a  while,  but  the  constant,  weekly  attention- 
getting  barrage  of  posters,  leaflets,  mail  campaigns, 
newspaper  ads  all  help  to  keep  the  line  supplying  them 
well  in  front  in  distribution. 
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Matters  have  not  developed  sufficiently  so  far  to 
■  ndicate  whether  or  not  the  corn  canners,  and  later  I 
hope  the  tomato  canners,  will  tackle  a  merchandising 
ask  in  connection  with  their  efforts  to  secure  member 
support  as  have  the  pea  canners,  but  this  article  is 
written  with  the  sincere  hope  in  mind  that  the  fine  men 
making  up  the  majority  of  corn  and  tomato  canners 
will  adjust  their  differences,  make  allowance  for  the 
))osition  of  the  other  fellow, — notably  the  smaller  can- 
ner  in  the  field — and  that  some  one  will  be  bold  enough 
and  bright  enough  to  write  into  their  product  program 
a  provision  that  all  efforts  of  the  pea  canners  coopera¬ 
tives  to  move  canned  peas  by  means  of  increasing  con¬ 
sumer  demand  through  advertising  will  be  met  and 
equalled  if  not  exceeded  by  the  other  groups  packing 
other  canned  foods  in  glass  or  tin.  Certainly  all  pro¬ 
duction  schedules  will  have  to  be  pared  down  in 
comparision  to  what  they  will  be  if  advertising  is  not 
considered  and  adopted  as  a  part  of  the  schedule. 

Die-hards  of  the  old  school  will  argue  that  things 
have  come  to  a  pretty  pass  when  a  man  can’t  pack  a 
good  line  of  canned  foods,  sell  it  to  a  selected  line  of 
customers,  and  make  money  in  proportion  to  his  in¬ 
vestment  because  some  other  canners  have  banded 
themselves  together  for  the  purpose  of  making  the  con¬ 
sumer  doubly  conscious  of  their  brands  and  commodi¬ 
ties,  but  such  is  the  case  we  must  consider  today.  As 
long  as  one  product  group  advertises  to  increase  sales, 
others  must  follow  or  see  their  sales  decrease.  A  word 
of  warning  here,  if  you  please.  If  the  pea  canners 
abandon  their  merchandising  campaign  next  year,  and 
corn  and  tomato  canners  fail  to  take  up  the  work  of 
educating  consumers  to  increased  consumption  of  their 
commodities,  others  will  outstrip  them  for  the  con¬ 
sumers’  dollars. 

It’s  a  fine  thing  when  you  can  look  back  over  possibly 
two  generations  of  canning  operations  and  know  your 
financial  position  is  still  okeh;  that  you  are  prepared 
to  pack  another  year  and  are  quite  hopeful  of  making 
some  money,  no  matter  what  comes.  It’s  a  fine  thing 
to  feel  this  way  about  advertising,  but  for  your  own 
sakes  and  the  welfare  of  your  posterity,  consider  the 
multitude  of  merchandising  activities  now  engaged  in 
by  competitors  outside  of  the  canning  business  but 
competing  for  their  part  of  the  consumer’s  dollar.  To 
mention  only  a  few:  consumers  are  being  admonished 
to  consume  more  fresh  fruit  juices.  No  one  need  drink 
your  tomato  juice  and  certainly  many  will  not  drink 
it  if  they  feel,  because  of  advertising  they  read,  that 
orange  juice  is  more  healthful.  Not  one  housewife  out 
f  five  will  continue  to  warm  up  a  can  of  pork  and 
;>eans  for  the  youngsters’  lunch  when  they  are  being 
•  ontinually  told  by  the  national  magazines,  posters  in 
tores  and  attractive  re-sale  prices,  that  canned  salmon 
nakes  a  most  appetitizing  lunch.  Large  bologna  and 
einers  will  remain  staples  of  the  cold  lunch  menu 
mless  meat  packers  with  large  investments  in  canning 
actories  determine  by  means  of  advertising  to  popu- 
arize  their  canned  meats.  I  could  go  on  for  pages  but 
;ou  should  have  the  idea  by  this  time,  if  your  product 
"roups  fail  to  advertise  cooperatives,  start  alone  and 
,et  your  advertising  feet  wet.  You’ll  come  to  it  sooner 
or  later,  start  now! 


TREAT  U/ITH 

CUPROCIDE 

STANDARD  RED  CUPROUS  OXIDE 

/orSEED  PROTECTION  ' 


JhsL  accapbuL  CDfdthoL  ^ 

PRE-EMERGENCE 

DAMPING-OFF 

on  tomato,  pea,  beet^  spinach 
and  most  other  vegetable  seeds 

FULLY  ESTABLISHED  .  .  . 

WIDELY  RECOMMENDED... 

COMMERCIALLY  ACCEPTED 


SPRAY  WITH 

CUPROCIDE  54 

contains  ^ 

STANDARD  RED  CUPRDUS  OXIDE 

/jA PLANT  PROTECTION 


QuphDcidsL  Sif  idu  £L  AphOif^ 

mjodtsAmL  fifi.  tiuL  ayfdtJwL 

POST-EMERGENCE 

DAMPING-OFF 

on  tomato  and  other  seedlings 

THOROUGHLY  TESTED  .  . . 

OFFIOAUY  APPROVED  .  .  . 

SUCCESSFULLY  USED  UNDER  COMMERCIAL  CONDITIONS 

ROHM  &  HAAS  CO.,  INC.  •  Dependable  Products 

222  W.  Washington  Squara  •  Philadelphia,  Pennsylvania 


L 


16 


March  6, 1939 


DISTRIBUTORS  ACTIVITY 

By  “OBSERVER” 


Special  Correspondent  Oj 

CORRECTION 

N  the  paragraph  headed  PRICES  under  the  Weekly 
Review  on  page  21  of  the  February  27th  issue,  we 
referred  to  prices  applying  on  Hillsboro-Queen  Anne 
Cooperative  Corporation’s  Orange  and  Black  line,  and 
quoted  certain  of  the  terms  and  conditions  under  which 
these  prices  applied.  These  were  only  a  part  of  the 
conditions  that  apply  and  in  order  to  clarify  the  terms 
and  conditions  of  sales  made  by  this  corporation  to 
their  regular  distributors  under  their  Orange  and  Black 
labels,  we  here  give  the  entire  wording. 

“Listed  below  are  prices  that  will  apply  on  your 
order  for  the  month  of  March,  1939.  If  there  are 
any  items  you  desire  that  are  not  listed  below,  upon 
receipt  of  such  advice  from  you,  we  will  be  pleased 
to  quote  you  prices.  Requirements  for  the  month 
of  March  are  to  be  forwarded  to  this  office  by 
February  26th,  1939. 

(Prices  Listed  Here) 

The  above  prices  apply  on  orders  of  a  minimum 
of  100  cases — on  orders  of  less  than  100  cases,  2i/4c 
per  dozen  must  be  added  to  the  above  price. 

TERMS:  1V2% — l^th  of  month  following  de¬ 
livery  ivithin  customers'  credit  limit,  otherwise, 
cash,  less  2%.” 

FOOD  AND  DRUG  ACT  DELAY  ASKED 

ECAUSE  the  new  Federal  Food,  Drug,  and  Cos¬ 
metic  Act  requires  important  changes  in  labels  and 
containers.  Congress  has  been  asked  to  defer  the 
enforcement  of  the  law  for  a  six-month  period  by 
Chamber  of  Commerce  of  the  State  of  New  York,  in 
behalf  of  industries  in  that  State. 

“In  the  marketing  of  food  products,”  a  report  by 
the  Chamber  states,  “it  is  customary  to  buy  litho¬ 
graphed  tins  in  tremendous  quantities  in  order  to  effect 
a  price  saving.  Numerous  other  examples  can  be  cited 
to  show  the  difficulty  which  will  be  experienced  by  the 
industries  in  promptly  meeting  the  requirements  of  this 
new  legislation  without  financial  loss,”  a  committee  of 
the  Chamber  stated. 

NEW  FAIR  TRADE  BILL  IN  MICHIGAN 

ETAILERS,  except  in  special  circumstances,  are 
forbidden  to  sell  below  cost  and  local  officials  are 
directed  to  enforce  the  provision  in  a  new  Fair 
Trade  bill  that  has  been  laid  before  the  Michigan 
legislature  by  Representative  Walter  F.  Remer  of 
Saginaw.  The  measure  is  patterned  after  the  Ten¬ 
nessee  Fair  Trade  Act  and  is  said  to  have  the  backing 
of  merchants  associations. 

“Cost”  is  defined  as  the  actual  cost  of  a  product  plus 
6  per  cent,  unless  a  smaller  margin  of  profit  can  be 
justified.  Sales  for  the  purpose  of  deception  of  a  cus¬ 
tomer,  or  unreasonably  in  restraint  of  trade,  or  those 
which  tend  to  create  a  monopoly,  are  prohibited. 


“The  Canning  Trade" 

WHOLESALE  INDEX  AT  SIX-YEAR  LOW 

HE  price  index  for  wholesale  groceries  compiled 
by  Dr.  Lewis  H.  Haney  for  the  National-American 
Wholesale  Grocers’  Association  declined  last  Janu¬ 
ary  to  the  lowest  point  since  May,  1933.  The  loss  from 
December  amounted  to  1.0  per  cent,  although  normally 
it  remains  unchanged  for  the  first  month.  Dr.  Haney 
reports : 

“A  typical  bill  of  wholesale  grocers  gives  an  index  of 
72.5  in  January,  against  73.2  in  December.  (The  aver¬ 
age  for  1921  is  taken  as  100).  This  is  10.3  per  cent 
below  the  figure  for  January,  1938. 

“The  index  is  based  on  a  list  of  24  representative 
grocery  items,  the  daily  quotations  of  which  are  aver¬ 
aged,  a  weight  being  given  to  each  according  to  its 
importance  in  the  sales  of  an  average  grocer. 

“The  average  price  of  sugar  declined  sharply.  Other 
items  which  averaged  lower  were  cheese,  cottonseed 
oil,  Rio  coffee,  dried  lima  beans,  corn  and  lard.  Items 
which  averaged  higher  in  price  were  Santos  coffee, 
dried  marrow  beans,  peaches,  flour  and  oats.” 

The  January  averages  for  the  past  19  years  are  as 
follows : 


1921 . 

. 114.6 

1931 . 

.  84.3 

1922 . 

.  93.0 

1932 . 

.  71.3 

1923 . 

. 108.8 

1933 . 

.  64.2 

1924 . 

. 117.3 

1934 . 

.  80.2 

1925 . 

. 129.9 

1935 . 

.  87.7 

1926 . 

. 114.4 

1936 . 

.  84.9 

1927 . 

. 110.8 

1937 . 

.  91.8 

1928 . 

. 108.1 

1938 . 

.  80.8 

1929 . 

. 108.5 

1939 . 

.  72.5 

1930 . 

. 100.8 

FAIR  TRADE  ACT  ON  DISPLAY 

HE  STATE  FAIR  TRADE  ACT  was  one  of  the 
factors  which  contributed  to  successful  operation 
of  retail  business  in  Ohio  during  the  past  year, 
says  Homer  McConkey,  Secretary  of  the  Ohio  Retail 
Grocers  Association.  Enabling  manufacturers  to 
specify  a  minimum  retail  price  below  which  it  is  illegal 
to  sell  their  products,  the  law  prevents  a  small  per¬ 
centage  of  unethical  merchants  from  selling  nationally 
known  products  at  or  below  cost,  Mr.  McConkey 
states,  “hoping  to  win  trade  from  you  by  creating  the 
impression  that  your  prices  are  too  high.” 

“In  recognition  of  the  cooperation  given  by  many 
manufacturers  in  connection  with  the  Fair  Trade  Act, 
the  Fair  Trade  Committee  of  the  Association  is  plan¬ 
ning  a  special  display  of  fair  trade  merchandise  during 
the  week  of  March  13.  All  retail  outlets  throughout 
the  State  are  urged  to  make  a  special  display,  both 
inside  the  store  and  in  the  windows,  of  fair  trade 
merchandise.” 
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OBSOLETE  EOUIPMENT  costs  you  money 

Do  a  Better  Job 
in  Less  Time  with 

K  y  L  E  R 

LABELERS  &  BOXERS 

BUILT  TO  BEAT  COMPETITION  .  . 

^^They  have  everythins  with  half  the  parts/^ 

WESTMINSTER  MACHINE  WORKS 

Labeling  and  Boxing  Machine  Manufacturers 

Westminster,  Maryland,  U.S.A. 

DOMESTIC  DISTRIBUTORS — A.  K.  Robins  &  Compitny,  Inc.,  Baltimore, 
Md.;  Chisholm-Ryder  Company,  Inc.,  Niagara  Falls,  N.  Y.;  Berlin  Chap¬ 
man  Company,  Berlin,  Wis.;  Willard  Machinery  Company,  Los  Angeles, 
CaUf.;  Duncan  Equipment  &  Supply  Co.,  Seattle,  Wash. 

CANADIAN  DISTRIBUTOR — ^The  Brown  Boggs  Foundry  &  Machine  Co., 
Ltd.,  Hamilton,  Canada. 

FOREIGN  DISTRIBUTOR — Ateliers  de  Construction  E.  Lecluyse,  S.  A., 
Antwerp,  Belgium,  manufacturers  for  Continental  Europe. 


Give  Your  Growers 

BETTER 
CORN  STANDS 


DON’T  BE  SATISFIED  with  merely  providing  good  seed. 
Take  that  second,  inexpensive,  equally  important  step.  Treat 
the  seed  with  SEMESAN  JR.  to 

H  destroy  unseen  disease  organisms 
clinging  to  the  seed  coat.  Authori¬ 
ties  say  this  is  one  successful  way  to 
reduce  seed  rotting,  improve  ger¬ 
mination,  and  generally  increase 
yields — and  practical  use  proves  it! 
SEMESAN  JR.  costs  as  little  as 
1 an  acre  to  use.  Send  name  and 
address  today  for  free  pamphlet 
telling  more  about  treatment. 


*•*»  WCiCHT-nvl  POUHO* 

X  POISON  % 


BAYER-SEMESAN  CO.,  INC. 

Du  Pont  Building 


WILMINGTON 


DELAWARE 


the  TAPER  TIP  ..  . 

CORN  TRIMMER 

will  cut  away  only  the  worm  eaten  tip  of  the  ear, 
savins  much  sood  corn,  that  is  lost  in  hand  trimming. 
The  tapered  ear  leads  the  cutter  knives  into  the  corn 
— not  into  the  cob,  eliminating  clogging  of  cutters  and 
resulting  in  5%  to  8%  more  cases  per  ton,  saving  its 
cost  many  times  over  while  improving  quality. 

ff'e  would  like  to  tell  you  more. 

THE  SINCLAIR-SCOTT  CO. 

'‘The  Original  Grader  House” 

BALTIMORE.  .  MARYLAND 


PROTECT 

Against  fruit  and  vegetable 
juices  and  acids. 


GLOBE  KANRYTEX 
CONVEYOR  BELTING 

The  belt  that  lasts  lonser  -  its  tough  treatment  resists 
the  juices  and  acids  of  fruits  and  vegetables. 

The  belt  that  is  easy  to  keep  clean  -  it  may  be  wash¬ 
ed  with  hot  water  or  live  steam. 

The  belt  that  will  save  you  money  -  it  costs  less  than 
most  competitive  types  and  it  gives  far  better  service. 
Furnished  in  brown  or  white,  all  widths  and  weights. 

Ask  your  supply  house  for  GLOBE  KANRY-TEX 
or  write  to: 

GLOBE  WOVEN  BELTING  COMPANY,  INC. 


1400  CLINTON  ST., 


BUFFALO,  N.  Y. 
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WANTED  and  FOR  SALE 

This  is  a  page  that  must  be  read  each  week  to  be  appreciated.  You  are  unlikely  to  be  interested  every  week  in  what 
is  offered  here,  but  it  is  possible  you  will  be  a  dozen  times  in  the  year.  If  you  fail  to  see  and  accept, 
your  opportunity  and  money  are  lost.  Rates  upon  application. 


FOR  SALE  — MACHINERY 


CONSOLIDATED  OFFERS:  Copper  and  Aluminum  Cooking 
Kettles;  Retorts;  Can  and  Bottle  Labelers;  Glass  Lined  Tanks; 
Pumps;  Vacuum  Pans,  etc.  A-1  condition.  Quick  delivery.  We 
buy  and  sell  from  a  single  item  to  a  complete  plant.  Consolidated 
Products  Co.,  Inc.,  18-20  Park  Row,  New  York  City. 


FOR  SALE — Little  used  and  rebuilt  canning  machinery.  What 
have  you  to  sell  or  exchange?  A.  K.  Robins  &  Co.,  Inc., 
Baltimore,  Md. 


FOR  SALE — 100  H.  P.  Boiler;  one  Stack;  one  Hoopeston 
Rotary  Washer,  Model  26,  pulley  drive;  one  Model  26  incline 
tomato  scalder;  two  40"  x  72"  open  process  kettles  complete  with 
steam  cross;  nine  Standard  4-tier  process  crates;  two  1%"  Viking 
sanitary  bronze  pumps;  one  1,000  gallon  Cypress  tank,  6'  x5'4", 
2"  stave,  3"  concaved  bottom,  one  2%"  and  one  2"  bronze  outlet 
plug  and  stick,  one  set  ‘IVz"  coils,  one  No.  3  and  one  No.  4  traps 
complete;  one  1,000  gallon  cypress  tank;  one  Preheating 

coil;  one  3"  outlet,  plug  and  stick;  one  Specific  gi’avity  pulp 
tester;  one  3x6  No.  22  Reynolds  truck;  one  improved  brush 
finisher  equipped  with  No.  1  monel  metal  screen.  Subject  to 
prior  sale.  The  Shurtleff  Company,  Elgin,  Ill. 


FOR  SALE — Truck  and  Warehouse  Scales,  all  platform  sizes 
and  capacities.  Guaranteed  accuracy  and  durability.  Shipped 
on  30-day  free  trial.  Will  accept  your  merchandise  in  payment. 
Write  for  catalogue  and  prices.  Bonded  Scale  Company,  102 
Kingston,  Columbus,  Ohio. 


FOR  SALE — New  and  Used  boilers,  all  sizes,  high  and  low 
pressures.  Also  pumps,  heaters,  engines.  Boiler  repairs  and 
installations.  Boiler  Engineering  &  Supply  Co.,  Phoenixville, 
Pa.  Phone  2524. 


WANTED^  MACHINERY 


WANTED  TO  BUY— Pea  Blancher,  15  foot  length;  Pea  Eleva- 
tor;  Wisconsin  Pea  Washer;  5  Retorts;  50  Retort  Crates.  Must 
be  in  good  condition.  Address  Box  A-2337,  The  Canning  Trade. 


WANTED  TO  BUY — One  Continuous  No.  10  Tomato  Cooker 
for  spot  cash.  Must  be  in  good  condition.  Address  Box  A2339 
The  Canning  Trade. 


WANTED — Berlin-Chapman  Quality  Grader.  State  price, 
condition  and  location.  Address  Box  A  2341  c/o  The  Canning 
Trade. 


WANTED  TO  BUY — Tomato  Peeling  Table  Merry-Go-Round 
type  for  spot  cash.  Must  be  in  good  condition.  Address  Box 
A  2342  c/o  The  Canning  Trade. 

MISCELLANEOUS 


WANTED — Salvaged  Canned  Foods.  Will  pay  cash  for  rusty, 
buckled  or  close  outs  of  all  kinds  of  canned  foods  in  any  quantity. 
Address  Box  A-2334  c/o  The  Canning  Trade. 


_  FOR  SALE  —  FACTORY 

FOR  SALE — Having  decided  to  retire  from  The  Canning 
Business  I  offer  my  plant  for  sale,  located  at  Nottingham, 
Chester  County,  Pa.,  fifty  miles  from  Baltimore  and  fifty  miles 
from  Philadelphia  on  Route  No.  1.  Fertile  section  and  territory 
ample  to  satisfy  any  demand.  W.  Scott  Silver,  Havre  de  Grace,  Md. 


FOR  SALE  OR  LEASE — Fully  equipped  one  line  canning 
factory  for  tomatoes  and  pulp.  Room  large  enough  for  two 
lines,  railroad  siding.  Storage  for  4,000  cases.  Located  in 
Northwestern  Ohio.  Address  Box  2340  c/o  The  Canning  Trade. 


FOR  SALE — Attractive  Price — Fully  equipped  canning  fac¬ 
tory  located  at  Centreville,  Maryland,  Queen  Anne  County.  Two 
story  frame  building  75  x  150  feet,  first  floor  cement  construc¬ 
tion.  Railroad  siding.  Separate  boiler  building,  with  one  Erie 
horizonal  Boiler  250  H.P.  practically  new  and  two  International 
Boilers  of  125  H.P.  each,  both  in  fine  condition.  Two  Copper 
Vacuum  Pans  heavily  constructed,  one  1,000  gallons  capacity, 
one  650  gallons.  One  Indiana  and  one  Sprague  Tomato  Pulper. 
Two  Scalders,  two  Rotary  Washers.  Processing  Kettles.  Ex¬ 
haust  Box,  one  75  H.P.  Steam  Engine.  One  8  H.P.  Steam  Engine. 
Six-inch  free  running  well.  Ten  thousand  gallon  water  tank. 
Electric  Motors,  Water  Pumps,  etc.  Will  sell  vacuum  pans 
separately.  Scaramelli  &  Company,  Inc.,  192  Franklin  Street, 
New  York  City. 


It's  time  to  advertise  that 

PLANT  FOR  SALE 
BARGAINS  IN 
USED  EQUIPMENT 

In  the  numerous  changes  being  made  in  the  canning  factories 
throughout  the  country  there  is  probably  just  the  machine, 
supply  or  entire  factory,  that  you  want. 

NOW’S  the  time  to  pick  up  needed  used  machinery  at  a 
price,  or  turn  idle  holdings  into  cash. 

Make  your  offer  or  list  your  needs  on  the  wanted  and  for  sale 
page  to  accomplish  your  objective  quickly  at  very  little  cost. 

The  rates — straight  reading,  no  display: 

One  time,  per  line  40c 

Four  or  more  times,  per  line  30c 

Minimum  charge  per  ad.  $1.00 

Count  eight  average  words  to  the  line.  Count  initials,  num¬ 
bers.  etc.,  as  words:  Short  line  counts  as  full  line.  Use  a 
box  number  instead  of  your  name  if  you  like. 

THE  CANNING  TRADE 

The  Business  Journal  of  the  Canned  Foods  Industry 

BALTIMORE,  20  S.  Gay  Street  MARYLAND 
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SMILE  AWHILE 

There  is  a  saving  grace  in  a  sense  of  humor 

Contributions  Welcomed 


“Now,  be  sure  to  write  plain  on  those  bottles,”  said 
ihe  farmer  to  the  druggist,  “which  is  for  the  horse  and 
which  is  for  me.  I  don’t  want  anything  to  happen  to 
that  horse  before  I  get  all  the  hay  cut.” 

HELP 

Customer  (having  a  rough  shave) :  I  say,  barber, 
have  you  another  razor? 

Barber:  Yes,  why? 

Customer:  I  want  to  defend  myself. 

Tommy  was  listening  to  some  of  his  sailor  uncles 
adventures : 

“You  see,  sonny,  I  always  believe  in  fighting  the 
enemy  with  his  own  weapons,”  said  the  uncle. 

“Really?”  gasped  Tommy.  “How  long  does  it  take 
you  to  sting  a  wasp?” 

NEGATIVE 

“My  Scotch  boyfriend  sent  me  his  picture  yesterday.” 

“How  does  he  look?” 

“I  don’t  know  yet.  I  haven’t  had  it  developed.” 


You’ll  be  money  ahead  by  installing 
this  sanitary  .long  wearing,  non-stretch¬ 
ing  conveyor  belting  that  is  particular¬ 
ly  well  adapted  to  grading,  sorting, 
peeling  and  picking  tables;  also  in 
scalders,  washers,  cookers,  exhausters, 
elevators  etc.  In  addition,  its  perfect¬ 
ly  flat  surface  makes  it  ideal  for  con¬ 
veying  cans,  boxes,  bottles  and  con¬ 
tainers  empty  or  filled. 

La  Porte  Conveyor  Belting  will  not 
creep,  weave  nor  jump.  It  will  not 
deteriorate  when  not  in  use,  and  it  is 
easily  cleaned  with  steam  or  by  scald¬ 
ing  with  hot  water.  The  open  mesh 
feature  permits  the  circulation  of  air 
around  products  in  process  and  speeds 
up  cleaning. 

Furnished  in  any  length  and  practically 
any  width.  Ask  your  Mill  Supply 
House  for  La  Porte  Conveyor  Belting 
TODAY  or  write  to 


The  LA  PORTE  MAT  &  MFG.  CO. 


Wifey:  Darling,  see  this  new  dress  I  bought  today 
for  two  hundred  dollars. 

Hubby :  What,  two  hundred  bucks !  Say,  why  didn’t 
you  phone  me  first? 

Wifey :  I  was  going  to,  but  I  hated  to  spend  the  nickle. 

SOLD 

The  anxious  suitor  approached  the  real  estate  man 
and  haltingly  asked,  “Sir,  may  I  have  your  daughter?” 

“Certainly,”  replied  the  house  and  lot  expert,  “but 
you’ll  have  to  sign  a  two  year  lease.” 

“What  dirty  hands  you  have  Jimmy,”  said  the 
young  teacher.  “What  would  you  say  if  I  came  to 
school  without  washing  my  hands?” 

“Shouldn’t  say  nuffin’,”  replied  Jimmy.  “I’d  be  too 
oolite.” 

A  would-be  motorist  was  being  examined  for  a 
driver’s  license. 

Investigator:  And  what  is  the  white  line  in  the 
middle  of  the  road  for  ? 

Applicant :  For  bicycles,  I  suppose. 

Mrs.  Smith :  Johnnie,  why  are  you  eating  with  your 
Knife? 

Johnnie :  My  fork  leaks. 

SPHEROID 

Professor  in  Higher  Mathematics:  Give  an  example 
of  an  imaginary  spheroid. 

Student :  A  rooster’s  egg. 


BOX  124  LA  PORTE.  INDIANA 


to  meet  your  trade  requirements. 


Pi  EDMONT  LABELCOM  PANV 

I NCORPORATED 

DESIGNERS  '  '  LITHOGRAPHERS 

BEDFORD  VIRGINIA 
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S<JKITTREIiGE&ci 


F.  H.  WOODRUFF  &  SONS 

MILFORD  CONN. 


Branches  and  Shipping  Points  :  Sacramento,  Calil.;  Rocky  Ford,  Colo.;  Milford,  Conn.,-  Atlanta,  Ga 
Toledo,  Ohio;  Mercedes,  Tex.;  Basin,  Wyo.;  Bellerose,  L  I.,  N.  Y.,  and  others. 


"PLANTERS" 

SUPERIOR 

TOMATO  FIELD  BASKETS 

SET  THE  PACE  IN  EVERY  FIELD 

47  years  oF  Superior  Quality  has  made  us  the 
Larsest  Package  Manufacturers  in  the  U.  S. 

PLANTERS  MANUFACTURING  CO.,  Inc. 

PORTSMOUTH,  VIRGINIA 


ARTISTIC 

COLOR 

PRINTING 

VARNISHED 

AND 

EMBOSSED 

LABELS 


THE  STAR  PERFORMER 
Like  a  theatrical  favorite,  whose  popu¬ 
larity  widens  each  year,  Golden  Cross 
Bantam  holds  a  unique  place  among 
hybrids.  It  is  the  most  widely  adapted 
hybrid,  noted  for  its  great  uniformity,  its 
heavy  yield,  its  flavor  and  its  quality. 
It  is  unusually  resistant  to  bacterial 
wilt.  Place  your  order  today. 
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THE  MARKETS 

IN  THE  LEADING  CANNED  FOODS  CENTERS 


WEEKLY  REVIEW 

Market  Prices  Holding — As  An  Experienced  Man  Sees  the 
Canners — How  the  Canners  Are  Worked — “On 
Making  a  Price.’’ 

BJECTIVE — A  report  of  the  week’s  doings  in 
the  canned  foods  marts  is  at  best  but  dull  and 
dreary :  a  sameness  that  is  maddening  to  any 
live  spirit.  The  same  big  buyers  are  taking  huge  lots  of 
canned  foods,  in  the  aggregate;  the  wholesalers  or 
distributors  are  busy  supplying  the  retailers  with  the 
goods  they  badly  need  to  keep  their  customers  going; 
the  supplies  of  canned  foods  are  dwindling  and  some 
of  them  almost  if  not  entirely  gone — but  the  market 
prices  go  on  their  unsatisfactory  way,  at  or  below 
cost,  and  nothing  seems  able  to  change  them  upwards, 
the  law  of  Supply  and  Demand  to  the  contrary  not 
withstanding.  Canned  tomatoes,  in  admittedly  short 
supply,  suffer  just  as  much,  if  not  more,  than  other 
canned  items  in  known  plentiful  supply.  It  just  does 
not  make  sense,  but  there  it  is.  The  sardine  canners  of 
Maine  knew  they  had  a  record  low  supply,  and  now 
they  report  that  all  canners  are  cleaned  out  of  goods, 
but  did  they  get  a  price  commensurate  with  such  a 
condition  ?  The  buyers  took  them  away  quitely  and  in 
piece-meal  lots,  at  some  advance  over  normal,  but 
these  canners  were  entitled  to  a  “killing”,  and  would 
have  gotten  it  a  few  short  years  ago. 

During  the  week  we  had  a  long  and  interesting  chat 
with  a  man  thoroughly  familiar  with  canned  foods, 
with  the  wholesale  grocers,  chains  and  institutional 
buyers  and  with  the  brokers,  and  he  talked  freely 
because  he  is  no  longer  connected  with  these  lines.  “The 
canners”,  he  said,  “have  always  been  considered  the 
Fall-guys,  buffeted  from  buyer  to  broker  and  played 
always  as  a  sucker,  and  seldom  without  success,  because 
few  if  any  of  them  have  any  sort  of  a  sales  force  or 
plan,  and  are  ever  ready  to  believe  any  of  the  ready 
lies  set  up  to  break  a  market  price.”  “They  will  never 
do  anything  to  help  themselves,  and  even  where  good 
brokers  try  to  protect  them,  they  too  often  let  their 
brokers  down  and  accept  the  buyer’s  offer.”  It  was  a 
harrowing  tale,  all  too  well  known  to  the  writer.  But 
that  is  why  the  present  drive  on  the  part  of  the  industry 
towards  better  merchandising  (better  selling)  is  sink¬ 
ing  in  as  few  might  believe.  Adversity  is  teaching  the 
canners  a  lot,  this  year.  It  is  about  time,  for  failures 
among  canners  are  happening  all  around  you,  and  more 
will  come.  All  this  in  face  of  packs  of  fine  quality, 
with  a  popular  demand  far  in  excess  of  anything  pre¬ 
viously  seen,  and  a  supply  of  goods  not  too  large,  but 
distorted  out  of  all  proportions  in  the  “playing  of 
these  suckers”. 

For  years  we  have  tried  to  help  the  canners  in  this 
unfortunate  situation,  and  not  without  results.  Our 


recent  move  to  institute  and  keep  going  a  PRICE 
BUREAU  would  seem  to  indicate  but  poor  support, 
judged  by  the  number  reported  last  week  and  again 
this  week.  But  this  smallness  in  numbers  is  not  due 
to  any  lack  of  interest.  We  have  never  seen  a  greater 
display  of  interest  in  anything  attempted  in  this 
industry  than  has  been,  and  is  being,  shown  in  this 
move.  The  trouble  is  probably  ours:  we  have  not 
impressed  upon  the  canners  the  fact  that  they  are 
supposed  to  report  NOW.  They  are  waiting  for  us  to 
tell  them  when  to  begin  sending  in  their  reports. 
Instead  of  answering  their  letters  personally  we  have 
resorted  to  announcement  in  these  pages,  which  we 
did  to  save  time  and  labor. 

If  there  are  any  who  do  not  understand  how  this 
Bureau  can  help  them,  let  us  say  briefly  that  if  only 
one  definite  price,  from  any  section,  were  named  in 
this  Price  Bureau  it  would  represent  the  only  definite 
price  in  public,  the  only  sure,  certain  price  other  than 
what  you  made  yourself,  and  you  are  never  certain 
about  that,  nor  can  you  be;  that  is  that  your  price  is 
the  real  market.  Today  there  is  no  real  market  price 
on  canned  foods.  So  far  as  the  items  quoted  this 
Bureau  will  furnish  such  definite,  dependable  market 
prices,  for  the  first  time.  All  other  prices  are  merely 
agreements  between  you,  as  the  canner,  and  the  buyer, 
via  the  broker  or  other  intermediary.  And  they  are 
based  upon  reports  furnished  by  brokers,  or  by  hear¬ 
say  from  buyers,  both  of  whom  too  often  are  pulling 
against  you,  the  seller.  With  these  prices  published 
in  this  Price  Bureau  you  can  say  with  determination 
that  similar  goods  have  been  sold  at  the  prices,  and  on 
the  terms,  quoted.  You  will  be  able  to  do  what  the 
farmer  has  long  been  able  to  do :  turn  to  the  published 
prices  and  demand  at  least  as  good,  or  better  prices, 
and  no  combination  of  buyers  and  their  agents  can 
deceive  you,  unless  you  want  to  be  deceived.  And  as 
a  canner  this  is  not  costing  you  a  cent,  only  a  demand 
for  wholehearted  cooperation  with  us. 

Another  interesting  thing  this  week:  The  National 
Food  Brokers  Association  circularized  its  members 
with  a  reprint  from  “Printers’  Ink”  of  February  2nd. 
of  an  article  by  A.  H.  Duete,  entitled  “On  Making  a 
Price”.  We  hope  all  these  brokers  read,  and  studied  it, 
and  determined  to  protect  their  principals  as  it  clearly 
points  out;  but  we  wish  every  canner  in  the  business 
could  be  made  to  study  it  by  heart.  He  speaks  of 
naming  a  price  and  holding  it  with  every  representa¬ 
tive,  and  he  eternally  damns  the  practice  of  “sub¬ 
mitting  offers”.  In  one  clause  he  says;  “Nothing  so 
destroys  the  feeling  of  confidence  on  the  part  of  the 
buyer,  as  even  an  idea  that  the  house  will  consider 
lower  offers.”  And,  “Of  course,  if  you  want  to  go  out 
of  business  and  are  in  the  middle  of  trying  to  get  what 
you  can  for  your  stock  in  hand,  that  is  another  matter. 
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And  being  open  for  offers  is  one  very  good  way  to  get 
to  that  point.” 

All  any  worthwhile  jobber  ever  asks  is  that  he  is 
paying  what  others  are  paying,  and  is  not  being  gypt, 
or  will  not  be  gypt  by  a  later  lowering  of  the  price 
after  he  has  bought.  And  believe  it  or  not  most  of 
them  would  rather  pay  80  cents  than  60  cents,  because 
it  is  easier  for  them  to  make  their  percentage  of  profit 
on  80  cents  than  it  is  on  60  cents.  And  the  jobbers 
want  the  canners  to  make  a  fair  profit,  but  how  can 
they  help  when  they  see  all  manner  of  prices  being 
made  on  the  same  goods?  If  we  can  ever  get  prices 
fairly  stabilized,  as  we  believe  this  Price  Bureau  will 
bring  about,  buying  on  a  large  scale  will  again  be 
resumed.  And  that  is  the  only  thing  that  will  bring 
back  that  much  desired  day. 

The  industry  cannot  go  on  as  it  is.  It  must  do  some¬ 
thing  to  help  its  marketing,  ar.d  wide  open  published 
prices  will  do  that  as  nothing  else  can.  The  public  has 
been  excellently  well  educated  to  the  use  of  canned 
foods,  and  is  responding  better  than  we  had  any  right 
to  expect  it  to  do;  the  fault  is  with  the  canners  and 
their  slip-shod  method  of  selling  the  goods.  And  you 
may  lay  to  that. 

• 

NEW  YORK  MARKET 

By  “New  York  Stater” 

Special  Correspondent  of  "The  Canning  Trade" 

Packers'  Prices  Stiffening — Costs  On  '39  Packs  Will  Be  Higher 
— Fruits  Firmer — Fish  Products  Working  Low — World’s  Fair 
Expected  to  Boost  Canned  Foods  Business — Peaches  Firming 
Up — Better  Inquiry  For  Asparagus — Peas,  Corn  and  Tomatoes 
Steady — Fish  Line  In  Fine  Condition. 

New  York,  March  3,  1939. 

HE  SITUATION — A  gradual  hardening  of  packers’ 
price  views  is  noted  as  the  canned  foods  trade  here 
approaches  spring  and  leaves  a  hard  winter  behind 
— hard  in  more  respects  than  one.  The  new  president 
of  the  National  Canners  Association  noted  this  ten¬ 
dency  on  his  visit  to  the  local  trade  this  week.  Packers 
are  less  inclined  to  press  stocks  on  the  market  at  any 
price,  and  have  come  to  the  conclusion  that  a  hold¬ 
back  policy  will  pay  dividends,  he  reported. 

Many  in  the  trade  agree  with  the  view  that  replace¬ 
ment  costs  for  all  vegetables  and  fruit  lines  will  be 
higher  than  last  year,  when  growers  were  in  a  desperate 
position  as  the  result  of  large  crops  and  depression 
psychology.  Prices  for  many  of  these  have  been  low, 
ruinously  low  in  some  instances,  and  consumers  in  this 
large  marketing  area  would  not  be  taken  away  from 
their  favorite  canned  foods  to  competing  lines  by  an 
advance  of  a  few  cents  per  dozen. 

Fruits  as  a  general  thing  are  firmer  with  the  large 
packers  holding  for  prices  named.  Lenten  demands 
threaten  to  clean  up  available  supplies  of  salmon,  and 
some  kinds  of  seafood  are  off  the  market.  Vegetables 
have  been  moving  well,  and  all  canned  foods  in  this 
busy  corner  of  the  world  should  experience  an  ac¬ 
celerated  movement  when  the  really  big  show,  meaning 
the  Fair  which  Mr.  Grover  Whalen  has  built  around 
a  trylon  and  perisphere,  opens  next  month  at  Flushing 
Bay.  And  no  slight  is  intended  to  our  alert  corres¬ 


pondents  at  San  Francisco  and  New  Orleans  who  have 
so  ably  described  recent  memorable  events  in  their 
cities  on  these  pages. 

GRAPEFRUIT — ^The  trade  is  expecting  action  in  the 
Texas  juicing  industry  that  will  bring  an  end  to  the 
difficult  situation  in  this  much  needed  item.  Offerings 
of  large  packers  in  Florida  and  Texas  are  still  with¬ 
drawn  with  cooperatives  as  the  only  suppliers.  Texas’ 
quotations  for  No.  2  fancy  natural  unsweetened  juice 
range  from  521/^  cents  to  55  cents.  Sections  are  named 
at  80  cents  to  821^  cents. 

PEACHES — A  leading  seller  is  now  quoting  a  mini¬ 
mum  of  $1.15  for  the  standard  yellow  cling  21/2S,  f.  o.  b. 
cannery,  with  a  few  offering  at  $1.10.  Packers  are  said 
to  be  running  short  of  standards,  slices  particularly, 
and  latter  are  being  rationed  to  buyers  on  a  2  to  1  basis. 
Choice  2i/4s  are  firm  at  $1.25  to  $1.35,  and  fancy  at 
$1.40  to  $1.45,  with  nothing  heard  under  these  ranges. 

PINEAPPLE — Leading  packing  interests  have  an¬ 
nounced  that  the  date  for  shipment  at  current  prices 
has  been  extended  to  May  31.  The  standard  2V2S,  sliced, 
remain  at  $1.65  f.  o.  b.  cannery,  Hawaiian  1938  pack, 
and  the  standard  2s  at  $1.40.  Fancy  2s  have  found 
better  interest  at  $1.50,  with  the  21/2S  at  $1.80. 

ASPARAGUS — The  California  variety  has  experi¬ 
enced  improved  inquiry  here.  The  green  2I/2S  hold 
firm  at  $2.25  to  $2.35  for  the  large  and  at  $2.10  to  $2.30 
for  the  medium.  Popular  with  chain  store  buyers  are 
the  No.  2  cans  of  all  green  asparagus  weighing  1  lb.  3 
oz.,  and  containing  30  to  43  spears.  These  retail  at 
27  cents  per  can. 

LIMA  BEANS — A  moderate  call  is  heard  for  fresh 
white  2s  at  671/0  cents  to  70  cents,  with  the  10s  offered 
at  $3.75.  Fancy  tiny  green  2s  are  moving  well  at  $1.20 
and  $1.25.  The  February  1  stocks  were  liberal,  totaling 
796,000  cases  against  350,000  cases  one  year  previous. 
Attention  is  called,  however,  to  the  fact  that  the  396,053 
cases  moved  in  November/ January  were  110,000  more 
than  the  same  time  last  year. 

PEAS — Packer  representatives  report  the  price 
situation  firmer  for  fancy  sweets  as  the  result  of  a 
satisfactory  movement  during  February  growing  out  of 
the  Pea  Cooperative’s  sales  compaign.  Early  Junes 
hold  at  65  cents  to  671/2  cents,  the  fancy  sweets  are  not 
easy  to  obtain  below  the  list  of  95  cents  to  $1  for  the 
5s.  According  to  distributors  only  a  small  acreage  has 
been  contracted  for  in  producing  sections  for  1939 
thus  far. 

TOMATOES — Future  purchases  by  distributors  thus 
far  have  been  light  but  prices  appear  to  be  holding 
without  change.  Acreage  contracting  has  been  deferred 
indefinitely  in  growing  regions  for  tomatoes,  corn  and 
beans,  according  to  the  trade  here.  In  the  Tri-States, 
according  to  the  same  information,  contracted  acreage 
for  major  vegetable  items  may  prove  less  than  in  1938. 
Southern  2s  are  continued  at  60  cents  to  621/0  cents, 
21/2S  at  85  cents  to  871/0  cents,  and  3s  at  95  cents  to  $1. 

CORN — Setting  up  of  an  organization  to  seek  adjust¬ 
ment  of  production  in  this  industry  should  result  in 
some  immediate  stability  in  the  canned  corn  market 
and  a  healthier  state  of  affairs  in  the  future  as  the  work 
progresses.  Future  commitments  in  the  meanwhile  are 
much  restricted  but  should  improve  with  a  reduction  in 
the  surplus.  Prices  are  repeated  at  60  cents  to  62  cents 
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for  Maryland  and  Western  standard,  with  Maine  fancy 
golden  bantam  quite  steady  at  771/2  cents  to  85  cents. 

SALMON — The  end  of  “Salmon  Week”  finds  canners 
holding  light  unsold  supplies,  the  lightest  probably  in 
some  eight  years,  barring  one  season.  Prices  are  firm 
to  strong  at  $1.05  for  No.  1  tall  pinks,  and  at  95  cents 
for  No.  1  tall  chums,  f.  o.  b.  Coast.  A  trade  advice 
from  Seattle  shows  that  while  February  1  unsold  stocks 
totaled  894,814  cases  of  pinks  and  chums,  the  average 
annual  sales  for  the  February /June  period  have  totaled 
1,164,716  cases. 

””  OTHER  CANNED  SEAFOOD — Trade  demands  have 
cleaned  up  supplies  of  medium  shrimp  and  only 
moderate  stocks  of  large  and  jumbo  are  available.  The 
large  Is  are  held  at  $1.15  and  the  other  at  $1.20,  f.  o. 
b.  factory.  A  good  spring  catch  is  now  needed  to 
prevent  supplies  from  running  out  for  the  early  sum¬ 
mer  trade.  A  good  spring  catch,  however,  is  not  the 
usual  experience.  The  cleaned  up  condition  in  Tuna 
is  the  most  complete  seen  in  years.  Stocks  of  yellowfin 
are  entirely  sold  up  and  the  white  meat  may  be  in  the 
same  position  shortly.  Packers  apparently  booked 
everything  they  had  and  wholesalers’  supplies  are 
small,  notwithstanding.  It  is  understood  that  some 
chain  store  inquiries  here  could  not  be  filled.  Fancy 
white  halves  on  spot  are  named  at  $6.60  to  $6.70,  the 
flake  halves  at  $5.10  to  $5.15,  and  domestic  whites  at  $6 
to  $6.75  for  halves.  Maine  sardines  are  all  out  of 
canners’  hands.  Prices  are  nominal. 


Our 

NEW  IMPROVED  BASKET 

will  last  a  season  or  more  longer 

At  No  Extra  Cost 

Write  for  Samples  and  Prices 

RIVERSIDE  MANUFACTURING  CO. 

MURFREESBORO,  NORTH  CAROLINA 


PATENTED 


MORRAL  CORN  HUSKER 
Either  Single  or  Double 

MORRAL  CORN  CUTTER 
Either  Single  or  Double  Cut 

MORRAL  COMBINATION 
CORN  CUTTER 
for  Whole  Grain  or  Cream  Style  Corn 

MORRAL  LABELING  MACHINE 
and  other  machinery 


Write  for  Catalogue  and  further  particulars 


MORRAL  BROTHERS,  Mortal,  Ohio 


CHICAGO  MARKET 

By  “Illinois” 

Special  Correspondent  of  “The  Canning  Trade" 

More  Activity — February  Better  Than  Year  Ago — Fancy 
Tomatoes  Scarce — Peas  Holding  Rate  of  Cains — Corn  Drags — 
Beans  Also — Beets  Very  Quiet — Canning  Spinach  in  the 
Ozarks — Crapefruit  More  Active. 

Chicago,  Ill.,  March  3,  1939. 

General  market — canned  food  trading  is 
somewhat  more  active  and  a  steadier  trend  pre¬ 
vails.  The  month  just  closed  was  considered  by 
many  as  showing  a  nice  improvement  over  February  of 
a  year  ago. 

TOMATOES — Little  if  any  change  has  occurred  in 
the  market.  Fancy  grades  are  particularly  scarce  and 
in  No.  10  tins,  unobtainable.  Good  extra  standards 
have  commanded  some  attention  during  the  past  week 
with  a  wide  range  of  values  quoted. 

The  standard  packings  are  held  reasonably  firm  in 


the  surrounding  States  at: 

No.  2  tin  Standard  Tomatoes . $  .65  factory 

No.  21/2  tin  Standard  Tomatoes . 85  factory 

No.  10  tin  Standard  Tomatoes .  2.75  factory 


but  here  and  there  a  deal  is  made  where  these  prices 
are  shaded  somewhat.  It  is  admitted,  however,  that 
increasing  difficulty  is  encountered  in  securing  toma¬ 
toes  at  65  cents,  delivered,  for  No.  2  standards.  871/2 
cents,  delivered,  can  be  had  on  No.  2l^  standards. 


The  HAYNIE 

TOMATO  SCALDER 


The  most  practical  Hot  JL  1 
Water  Scalderon  themar* 
ket.  Controls,  length  of 
scalding  time  of  tomatoes 
depending  upon  ripeness. 

Write  for  circu 


►  A  COMPLETE  LINE  OF  CANNING  MACHINERY  FOR  ANY  PLANT  { 
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PEAS — The  gains  of  the  past  two  months  are  being 
maintained.  No.  2  standards  in  Wisconsin  are  getting 
scarce  at  65  cents,  factory.  Authorities  claim  that 
Alaskas  will  be  cleaned  up  quicker  than  Sweets.  Some 
quotations  out  of  the  Badger  State  are : 

No.  2  tin  Standard  No.  4  Alaskas.. ..$  .65  factory 

No.  2  tin  Standard  No.  3  Alaskas . 671/2  factory 

No.  2  tin  Ex.  Std.  No.  3  Alaskas . 80  factory 

No.  2  tin  Fancy  No.  1  Alaskas .  1.25  factory 

No.  2  tin  Fancy  No.  2  Alaskas .  1.15  factory 

No.  2  tin  Fancy  No.  3  Alaskas .  1.10  factory 

CORN — This  market  continues  to  drag  although  the 
Corn  Canners  Service  Bureau  has  already  created  a 
good  effect  in  the  trade.  That  there  has  been  an  im¬ 
provement  cannot  be  doubted.  Sixty  days  ago  No.  2 
standard  cream  style  crushed  white  corn  was  quoted 
as  low  as  55  cents,  factory,  in  Ohio,  but  today  60  to 
621/2  cents,  factory,  seems  to  be  the  low. 

Other  quotations  are:  No.  2  extra  standard  Indiana 
crushed  bantam,  65  cents,  factory ;  No.  2  extra  standard 
Indiana  Country  Gentlemen,  65  cents,  factory;  No.  2 
fancy  whole  kernel  bantam,  821/4  cents,  factory.  Some 
little  interest  has  been  noted  lately  in  No.  10  tins  at  a 
price  range,  depending  upon  grades  from  $3.25  to  $4.00, 
factory. 

GREEN  AND  WAX  BEANS — Buying  has  dragged 
lately.  No  price  changes  have  been  noted.  No.  2  stan¬ 
dard  cut  green  are  available  at  65  to  671/2  cents,  de¬ 
livered,  Chicago  from  nearby  States. 

The  real  bright  spot  in  the  bean  situation  is  the 
better  than  usual  demand  for  fancy  cuts  as  well  as 
fancy  small  whole  sizes  in  both  green  as  well  as  wax. 

A  well-posted  Wisconsin  canner  said  yesterday  that 
in  his  opinion,  the  acerage  in  Wisconsin  would  be  re¬ 
duced  materially  this  coming  season. 

BEETS — An  extreme  sluggish  market  prevails  here 
with  some  pressure  to  sell  and  with  price  concessions. 
As  a  whole,  the  situation  is  not  being  supported  by  the 
jobbing  trade. 

No.  2  tin  cut  beets  have  been  offered  out  of  Wis¬ 
consin  as  low  as  55  cents,  factory.  It  would  seem  that 
a  wide  and  broad  movement  would  be  had  at  that  low 
price. 

SPINACH— Arkansas  canners  are  packing  and  show¬ 
ing  samples  of  right  good  quality.  Some  sales  have 
been  made  for  prompt  shipment  at  a  price  range  of : 

No.  2  Spinach . $  .60  to  $  .65  factory 

No.  2V-2  Spinach . 80  to  .85  factory 

No.  10  Spinach .  2.65  to  2.90  factory 

EVAPORATED  MILK — Prices  have  held  steady  on 
both  advertised  as  well  as  non-advertised  brands  all 
Winter  long.  The  report  now  is  that  stocks  in  evapora¬ 
tors  hands  are  much  lighter  than  a  year  ago  and  that  a 
firmer  market  lies  ahead.  Independents  are  quoting 
tails  at  $2.50,  delivered,  Chicago. 

ASPARAGUS — An  early  naming  on  1939  packing 
from  California  is  expected.  Stocks  on  the  Coast  are 
very  closely  cleaned  up.  Some  pressure  has  been 
noted  to  dispose  of  the  remnants  that  remain. 

Michigan  and  Illinois  asparagus  canners  have  prac¬ 
tically  clean  floors  and  will  go  into  the  new  season  in 
good  shape. 


R.  S.  P.  CHERRIES — Now  that  the  Big  Week  is  a 
matter  of  record,  cherry  canners  as  well  as  distributors 
can  settle  down  to  routine  movement.  The  market 
seems  to  have  brightened  somewhat  with  No.  2  tin 
red  sour  pitted  cherries  in  juice  somewhat  scarce. 
No.  lO’s  are  held  at  around  $5.00,  cannery. 

GRAPEFRUIT  AND  GRAPEFRUIT  JUICE— 
Activity  has  prevailed  in  this  line  with  85  cents, 
Florida,  for  No.  2  fancy  segments  about  the  low  at 
which  good  quality  can  be  obtained.  The  trade  are 
beginning  to  realize  that  the  law  of  supply  and  demand 
will  function  soon.  The  supply  as  compared  with  that 
packed  a  year  ago,  is  very  much  less.  The  market 
seems  in  good  shape. 

Texas  still  holds  sway  on  grapefruit  juice  with  some 
low  priced  sellers,  as  low  as  45  cents  on  No.  2  tin  fancy 
unsweetened.  The  better  canners,  however,  are  hold¬ 
ing  at  a  price  range  of  471/2  cents  to  55  cents,  f.  o.  b. 
Rio  Grande  Valley  Common  Shipping  Points. 

PEARS — During  the  recent  National  Convention,  a 
group  of  Oregon-Washington  canners  were  talking 
about  the  great  quality  improvement  or  advancement 
that  had  been  made  in  pears  during  recent  years.  All 
said  this  was  due  to  the  machine  that  has  been  per¬ 
fected  and  which  peels,  halves  and  cores  in  a  swift 
operation.  Particularly  impressive  was  the  remark  one 
of  the  group  made:  “The  No.  2i/4  standard  pear  of 
today  would  have  passed  for  fancy  grade  some  ten 
years  or  so  ago.” 

If  like  improvement  could  be  made  on  some  other 
items  in  canned  foods,  possibly  surplusses  would  not 
be  a  burdensome  problem. 

Pears  in  Oregon  and  Washington  are  firm  and  it  is 
now  difficult  to  secure  No.  2i/^  choice  even  at  $1.45, 
Coast. 

CALIFORNIA  FRUITS— Tax  day,  March  6,  in  Cali¬ 
fornia  has  made  some  canners  insist  that  shipping 
instructions  be  given  prior  to  that  time.  Brokers  have 
been  busy  obtaining  those  instructions  rather  than 
selling  additional  peaches,  apricots,  and  other  fruits. 
Prices  remain  the  same  as  quoted  in  this  column  the 
past  two  or  three  weeks. 

• 

GULF  STATES  MARKET 

By  “Bayou” 

Special  Correspondent  of  “The  Canning  Trade” 

Weather  Interferes  With  Oystering — Demand  Good — Alabama 
Dredge  Season  Ends — Light  Production  of  Shrimp — No 
Crab  Meat  Production  This  Winter. 

Mobile  Ala.,  March  2,  1939. 

YSTERS — The  demand  for  raw  oysters  last 
week  exceeded  the  supply  and  this  was  caused 
by  the  increased  consumption  of  the  bivalves 
in  Lent,  and  the  reduction  of  production,  due  to  dis¬ 
turbances  in  the  gulf,  which  made  the  waters  in  the 
bay  very  rough  and  interfered  with  the  men  working 
on  the  oyster  reefs. 

Unlike  fish  and  shrimp,  oysters  are  stationery  and 
they  remain  in  the  same  location  year  in  and  year  out, 
unless  removed.  However,  weather  conditions  affect 
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:.s  production  for  commercial  purposes,  because  if  the 
aters  in  the  bay  are  rough  or  the  weather  too  cold, 
ne  oystermen  cannot  work  and  production  is  stopped. 

Of  course,  dredging  of  oysters  can  be  done  when 
onging  is  not  possible,  because  dredging  is  done  by 
dragging  an  oval  shaped  drag  behind  a  large  boat; 
^v'hereas  tonging  is  done  in  a  small  boat  or  skiff  by  a 
nan  standing  up  in  the  boat,  over  the  reef  where 
oysters  are  located,  and  tonging  the  oysters  up  from  the 
bottom  of  the  bay  with  rakes  12  to  16  feet  long  that 
work  like  a  pair  of  scissors.  This  being  the  case,  tong¬ 
ing  oysters  can  only  be  done  in  reasonably  smooth 
waters  and  when  it  is  not  too  cold.  Nevertheless,  at 
times,  the  bay  gets  too  rough  for  even  the  dredge  boats 
to  work. 

Oystermen  catching  oysters  for  the  raw  market 
invariably  use  tongs  instead  of  dredges,  because  they 
can  get  a  better  grade  of  oysters  and  they  have  less  to 
cull. 

The  canning  of  oysters  has  slacked  somewhat,  but  it 
is  expected  to  continue  through  the  greater  part  of 
March. 

The  demand  for  canned  oysters  is  holding  up  well, 
as  also  the  price,  which  is  90  cents  per  dozen  for  five 
ounce  and  $1.80  for  ten  ounce,  f.  o.  b  factory. 

DREDGING  STOPPED  IN  ALABAMA  — At  a 
meeting  of  the  Alabama  Oyster  Commission  held  in 
Mobile  last  Saturday,  it  was  decided  to  close  the  Ala¬ 
bama  reefs  to  dredging  on  March  1.  However,  the 
reefs  will  remain  open  to  tonging  and  the  Dear  Island 
Fish  &  Oyster  Co.  at  Bayou  La  Batre,  Alabama  will 
continue  to  can  oysters,  provided  the  factory  can  get 
oysters  in  sufficient  quantity  to  operate. 

SHRIMP — The  production  of  shrimp  continues  light 
and  it  is  all  going  to  the  raw,  headless  shrimp  dealers, 
who  report  a  good  demand. 

Due  to  the  scarcity  of  shrimp,  large  quantities  of 
frozen  shrimp  are  being  withdrawn  from  cold  storage 
and  are  selling  for  an  average  price  of  12  cents  per 
|)ound,  f.  o.  b.  freezer,  which  is  an  advance  of  about 
8  cents  per  pound  of  what  it  was  three  weeks  ago. 

Fresh,  headless  jumbo  shrimp  are  bringing  from  14 
to  16  cents  per  pound,  f.  o.  b.  shipping  point.  As  long 
us  the  market  absorbs  the  fresh,  headless  shrimp  above 
10  cents  per  pound,  there  is  very  little  probability  of 
any  shrimp  being  canned,  because  the  factories  cannot 
pay  as  high  price  as  the  raw  headless  shrimp  dealers. 

The  price  of  canned  shrimp  is  $1.05  per  dozen  for 
No.  1  small;  $1.10  for  medium  and  $1.15  for  large, 
f.  o.  b.  factory. 

CRAB  MEAT — There  has  been  practically  no  crab 
meat  produced  in  this  section  this  Winter  and  the  trade 
have  had  to  draw  their  supply  of  fresh  crab  meat  from 
other  sections  or  use  frozen  crab  meat. 

Last  year,  fresh  crab  meat  was  available  pretty  much 
the  entire  Winter,  and  as  a  consequence,  there  was 
a  good  quantity  of  crab  meat  left  in  the  freezers  when 
the  crab  season  opened  in  the  Spring.  The  crab  is 
a  hot  weather  crustacean  and  they  either  migrate  to 
warmer  climate  or  bury  themselves  when  cold  weather 
comes.  The  price  of  fresh  crab  meat  is  35  cents  per 
pound  for  flake  and  25  cents  for  claw,  f.  o.  b. 
shipping  point. 
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TEXAS  RlO  GRANDE  VALLEY  MARKET 

By  “Rio  Grande” 

Special  Correspondent  of  ''The  Canning  Trade” 

Market  Firmer — Kraut  Advances — Spinach  In  Good  Position — 
Northern  Buyers  Seeking  Tomatoes  and  Tomato  Juice — Grape¬ 
fruit  Juice  Unsettled  —  Better  Packs  Using  U.  S.  Grade 
Certificates — Segment  Pack  Failing  Short. 

March  2nd,  1939. 

The  situation — The  entire  market  in  general  has 
taken  on  a  firmer  tone,  and  the  outlook  for  South 
Texas  Canners  is  what  may  be  termed  reserved 
optimism.  Kraut  has  taken  on  a  slightly  stronger  posi¬ 
tion.  At  least  one  quality  packer  has  increased  his 
price  on  No.  2  kraut  from  50  cents  f.  o.  b.,  factory,  to 
521/2  cents.  Spinach  seems  to  retain  its  favorable  posi¬ 
tion,  but  when  it  comes  to  “favorable  positions,” 
tomatoes  lead  the  procession.  Buyers  are  already 
interested  to  the  degree  of  wanting  prices  on  futures 
from  the  Spring  pack,  and  from  as  far  away  as 
Michigan  comes  inquiry  on  tomato  juice,  advising  this 
item  has  become  scarce,  with  quality  buys  hard  to  find. 
It  seems  the  statistics  are  being  borne  out,  and 
tomatoes  should  be  in  the  money  this  year.  The  Texas 
Rio  Grande  Valley  has  one  of  the  first  important  crops, 
and  feeling  many  will  be  vitally  interested  in  its 
progress  as  sort  of  a  testing  ground  to  govern  other 
packs  throughout  the  U.  S.,  the  writer  will  bend  every 
effort  to  present  a  clear  and  precise  picture. 

It  is  not  a  pack  comparable  to  our  pack  of  last  year 
because  our  market  then  was  narrowed  to  Texas  alone, 
and  most  packers  got  knocked  silly  trying  to  corner  this 
small  market.  But  season  before  last  No.  Is  were  45 
cents  and  No.  2s  70  cents,  with  orders  necessarily  de¬ 
clined  as  the  pack  was  limited  to  about  700,000  cases ; 
but  this  year  looks  like  a  record  crop. 

GRAPEFRUIT  AND  GRAPEFRUIT  JUICE— The 
market  on  these  items  seems  to  be  somewhat  slow  due 
to  past  delivery  of  low  price  purchases.  Certain  markets 
report  521/2  cents  f.  o.  b..  Valley,  a  competitive  figure 
on  No.  2  unsweetened  juice,  but  others  state  that  some 
packers  are  quoting  47 cents  even  now.  And  no 
doubt  some  packers  are  still  selling  low  to  unload. 
Reputable  juice  packers  are  covering  their  stocks  with 
U.  S.  Government  Canned  Foods  Inspection,  and  stocks 
without  such  inspection  will  undoubtedly  be  conspicious 
by  their  absence.  Some  of  the  juice  unloaded  at  a 
low  figure  is  said  to  be  some  that  would  not  stand-up 
under  governmental  inspection.  But  with  these  excep¬ 
tions,  No.  2  unsweetened  juice  is  52 V2  cents  and  sweet¬ 
ened  55  cents,  f.  o.  b..  Valley,  and  the  writer  has 
witnessed  some  confirmed  business  at  these  figures. 
12/45  oz.  juice  is  still  being  quoted  at  $1.25  on  the  un¬ 
sweetened,  $1,321/^  on  the  sweetened;  writer  has  also 
witnessed  confirmed  orders  at  these  prices.  6/10  un¬ 
sweetened  juice  at  $2.30  and  sweetened  at  $2.45. 

No.  2  fancy  grapefruit  segments  appear  strong  with 
80  cents  low  and  821/4  cents  high,  f.  o.  b..  Valley.  The 
segment  pack  is  falling  very  short,  and  prices  should 
rise  sharply  immediately  after  the  pack. 
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Growing  slowly  and  therefore  strongly 


ALL  SALES  REPORTS  WANTED  NOWII 


A  very  large  number  of  canners  in  all  sections  still 
write  in  asking  “When  do  you  want  us  to  begin  report¬ 
ing?”  The  BUREAU  is  open,  please  let  your  reports 
come  in.  Others  are  puzzled  as  to  how  they  should 
report,  that  is,  the  form  to  use.  Below  are  excellent 
samples.  For  the  present  let’s  make  a  special  effort 
to  cover  the  staples,  and  later  on  the  specialties  can 
come  along,  but  sales  of  them  reported  to  us  will  be 
published,  also.  So  everyone  can  get  into  this  highly 
important  work. 

REPORT:  Number  of  cases  sold,  size  of  cans, 
quality  (in  detail)  f.  o.  b.  or  delivered  (in  that  case 
state  city)  terms.  If  distress  (forced)  sales,  say  so 
without  fear,  as  no  names  will  ever  be  published.  In 
plain  words  set  up  the  sale  exactly  as  you  know  it; 
truthfully,  and  regularly  each  week. 

Writes  a  Texas  canner: 

“I  read  the  many  comments  from  others  and 
naturally  any  effort  to  help  will  find  a  lot  of  critics, 
and  a  lot  who  will  not  cooperate.  But  they  will  be 
the  first  ones  to  take  advantage  of  your  reports,  and 
think  that  they  are  really  smart  in  that  they  do  not 
make  reports  and  at  the  same  time  they  can  take 
advantage  of  what  you  offer.  Those  kind  of  canners 
will  never  get  anywhere  anyway.  So  why  worry  about 
them?  We  will  be  glad  to  report  our  sales  any  way 
you  wish  it.” 

Thank  you,  and  all  the  many  who  have  written  in  a 
like  manner,  and  the  large  number  who  will  report  as 
soon  as  they  know  we  are  waiting  for  their  reports. 

A  Missouri  canner  writes: 

“Our  stock  of  tomatoes  is  practically  all  sold.  At 
present  we  are  getting  60  cents  for  standard  2s 
and  621/4  cents  for  a  near  extra  standard.  These 
prices  are  f.  o.  b.  plant,  less  II/2  per  cent  discount, 
and  l^  of  1  per  cent  in  lieu  of  normal  swell 
allowance.” 

TENNESSEE,  MARCH  2nd — We  sold  yesterday  300  cases 
standard  2s  (tomatoes)  at  64  cents,  delivered,  Bessemer,  Ala., 
and  refused  a  car  at  63%  cents,  delivered,  Birmingham,  day 
before. 

Washington  (State)  February  25th: 

Sales,  terms  2  per  cent  10  days: 

250  cases  24  /2V2S  pork  and  beans,  90  cents  per 
dozen. 

150  cases  24/2s  standard  cut  beans,  75  cents  per 
dozen. 

150  cases  48/ls  tomato  juice,  55  cents  per  dozen. 


15  cases  6/lOs  tomato  juice,  $3.15  per  dozen. 

75  cases  24/2s  red  sour  pitted  cherries,  $2.20  per 
dozen. 

These  prices  are  delivered  buyer’s  warehouse,  our 
own  city. 

150  cases  6/lOs  red  sour  pitted  cherries,  $4.75, 
delivered  buyer’s  warehouse,  25  cents  per  cwt. 
hauling  charge. 

1275  cases  24/2l/4s  extra  standard  tomatoes,  971/2 
cents.  Wood  cases  (cost  11  cents  each  made  up) 
Delaware  warehouse,  our  city. 

Wisconsin — Sales  February  20th  to  25th  (cherries) 
1655  cases  24/2’s  whole  pitted  at  $1.15 
25  cases  24/2’s  whole  pitted  at  $1.15 — 5  cents 
10  cases  24/2’s  whole  pitted  at  $1.17V4 

50  cases  24/2’s  whole  pitted  at  $1.20 

1000  cases  24/2’s  whole  pitted  at  $1.25 

5  cases  6/10’s  whole  pitted  at  $5.10 

281  cases  6,  lO’s  whole  pitted  at  $5.25 

100  cases  6/10’s  whole  pitted  at  $5.25 — 25  cents 

Wisconsin — February  28th — Peas  sold  today: 

200  cases  24/2s  standard  4s  Alaska  delivered 

Chicago,  26  cents  per  cwt.  70  cents. 

100  cases  24/2s  standard  3s  Alaska  delivered 

Chicago,  26  cents  per  cwt.  72  V4  cents. 

200  cases  24/2s  extra  standard  Is  Alaska  delivered 
Chicago,  26  cents  per  cwt.  $1.10. 

50  cases  48/ls  extra  standard  2s  Alaska  delivered 
Chicago,  26  cents  per  cwt.  70  cents. 

50  cases  48/ls  extra  standard  3s  Alaska  delivered 
Chicago,  26  cents  per  cwt.  60  cents. 

1000  cases  24/2s  fancy-90  score  2s  Alaska  f.  o.  b. 
$1.04. 

1265  cases  24/2s  standard  5s  sweets  f.  o.  b.  65  cents. 
10  cases  48/ls  extra  standard  3s  Alaska  f.  0.  b. 
55  cents. 

115  cases  24/2s  standard  4s  Alaska  f.  o.  b.  65  cents. 
1000  cases  24/2s  standard  5s  sweets  f.  o.  b.  621/2 
cents. 

75  cases  24/2s  fancy  2s  whole  green  beans  f.  o.  b. 

$1.20. 

Supply  men  and  others  who  know  the  industry,  and  have  its 
welfare  at  heart,  are  asking  why  the  sales  reports  of  the  Pea 
Canners  Co-op.,  of  the  Coi'n  Committee,  the  Tomato  Committee, 
and  others  are  not  sent  into  this  Bureau  of  publication — and 
well  they  might.  The  highest  kind  of  endorsement  from  these 
friends  of  the  industry,  has  been  accorded  this  Bureau,  and  our 
efforts. 
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THE  CANNING  TRADE 


CANNED  FOOD  PRICES 


All  Prices  quoted  F.  O.  B.  Factory 

Prices  given  represent  the  high  and  low  canners’  selling  price 
•'  the  current  week,  subject  to  the  customary  cash  discounts. 
'  uotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
Central”:  Central  States  West  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 


OANNfiXi  \^EiGBXABLE«S~~ContinQ6d 


Canned  Vegetables 


Eastern 
Low  High 


ASPARAGUS 

White  Colossal,  No.  2^ . 

Large,  No.  2^.. . . . 

Medium,  No.  2^ . .  . 

Green  Mam.,  No.  2  ro.  cans . 

Medium,  No.  1  tall . .  . 

Large,  No.  2 . .  . 

Tips,  White,  Mam.  No.  1  sq . 

Small,  No.  1  sq . . 

Green  Mam.,  No.  1  sq . . 

Small,  No.  1  sq . . .  ~...~ 

Green  Tips.  60/80,  2s -  1.86 

Green  Tips.  40/60,  28 .  2.00 

Green  Cuts  and  Tips,  28 . 

Green  Cuts  and  Tips,  10a......~..  7.26 

Green  Cuts,  2s .  1.06 

STRINGLESS  BEANS 

Fancy  French  Cut  Green,  No.  2  -85 

No.  10  . . —  4.26 

Ex.  Std.  Cut  Green,  No.  2 . .62^ 

No.  10  .  3.00 

Std.  Cut  Green,  No.  2 . .65 

No.  10  . 2.55 

Fancy  Whole  Green,  No.  2 . 95 

No.  10  . 4.50 

Ex.  Std.  Whole  Green,  No.  2 . 80 

No.  10  .  4.00 

Fancy  Cut  Wax,  No.  2..^.....^  .80 

No.  10  . 4.00 

Ex.  Std.  Cut  Wax,  No.  2........„  .70 

No.  10  .  3.35 

Std.  Cut  Wax,  No.  2 . 65 

No.  10  .  2.75 

Fancy  Whole  Wax,  No.  2 .  1.00 

No.  10  . 

Ex.  Std.  Wliole  Wax,  No.  2 . 

No.  10  . - . 

Std.  Whole  Wax,  No.  2 . 

No.  10  . 

Red  Kidney,  Std.,  No.  2 . 60 

No.  10  . 2.70 

LIMA  BEANS 


No.  2  Tiny  Green .  1.20  1.57^4 

No.  10  . .  7.00  7.50 

No.  2  Fancy  Small  Green .  1.16  1.26 

No.  2  Medium  Green .  1.16  1.16 

No.  10  . 6.26  6.00 

No.  2  Green  &  Vi^ite. . 72%  .97% 

No.  10  .  4.50  4.87% 

No.  2  Freeh  Vi^ite . - . 67%  .80 

No.  10  . — .  3.76  4.26 

No.  2  Soaked . 67%  . 


26  6.00 

62%  .76 

00  3.00 

55  .60 

55  2.76 

.95  1.20 

.60  6.60 

.80  1.10 

.00  4.76 

.80  .96 

.00  4.76 

.70  .76 

.36  4.16 


•hole.  No.  2 . . . 70 


No.  2%  _ 

No.  10  _ _ _ 

td.  Cut,  No.  2 . . 

No.  2%  _ 

No.  10  _ _ _ _ _ 

'ancy  Cut,  No.  2......,.,. . . 

No.  2%  _ 

No.  10  - - 

'td.  Sliced,  No.  2..................^.... 

No.  2%  - 

No.  10  . . 

ancy  Sliced,  No.  2 . 


No.  10  . . .  3.26  3.60 


.'td.  Sliced.  No.  2 . . . 72%  . 

No.  10  . . .  3.00  4.26 

'td.  Diced,  No.  2 . . .  .67%  .76 

No.  10  .  2.90  3.26 

'EAS  AND  CARROTS 

ltd.  No.  2 . . . 67%  .80 

'ancy  No.  2...._ . 80  1.10 


Central 
Low  High 


.  1.20 

2.96  3.60 

.67%  .62% 
.76  .86 

2.66  2.70 

.65  . 

.86  . 

3.26  . 

.76  . 

.90  .90 

3.00  3.76 


•  •••MS 

2.10 

2.16 

2.30 

2.36 

1.66 

1.76 

1.10 

.67% 

.80 

.62% 

.70 

3.26 

3.35 

1.16 

1.40 

4.76 

.90 

.96 

4.50 

6.00 

.80 

.90 

4.00 

4.60 

.70 

.76 

3.50 

1.05 

1.20 

4.76 

1.00 

1.16 

.67% 

‘".66 

2.65 

3.25 

1.35 

1.30 

1.15 

1.30 

.95 

3.76 

4.00 

.72% 

.80 

.60 

.66 

.90 

1.36 

.90 

1.60 

3.26 

6.00 

.66 

.70 

.56 

.66 

.66 

.76 

2.60 

3.00 

.60 

.76 

3.00 

3.26 

.62% 

.65 

2.76 

3.00 

1.06 

1.20 

West  Coast 
Low  High 


2.46  2.66 

2.60  2.60 
2.46  2.60 

2.40  2.60 


2.35  2.60 

2.40  2.46 

2.16  2.26 
2.20  2.26 


1.10  1.20 
6.00  . 


.75  .80 

3.25  3.50 

1.25  1.75 

4.85  6.25 

1.20  1.20 

6.26  6.26 


Eastern 
Low  High 


CORN — Wholegrain 

Yellow,  Fancy  No.  2 _ _ 

No.  10  . . 

Ex.  Std.  No.  2 . . 

No.  10  . . 

Std.  No.  2_ . . 

No.  10  . . 

White,  Ex.  Std.  No.  2....„.....„... 

No.  10  . . 

Std.  No.  2 _ _ 

No.  10  _ 

Shoepeg,  Fancy  No.  2 _ ............ 

Na  10  _ 

'Ex.  Std.  No.  2..... _ _ 

No.  10  _ _ 

Std.  No.  2 . . 

CORN — Creamstyle 

Yellow,  Fancy  No.  2................. 

No.  10  . . 

Ex.  Std.  No.  2 . . 

Na  10  . . . 

Std.  No.  2 . . 

No.  10  . . 

White,  Fancy  No.  2 . . 

No.  10  . . 

Ex.  Std.  No.  2 . . 

No.  10  . 

Std.  No.  2 . . 

No.  10  . . 

HOMINY 

Std.  Split,  No.  1,  Tall _ 

No.  2%  . . 

No.  10  . . 

MIXED  VEGETABLES 

Fey.,  No.  2 . . ..... 

No.  10  _ 

Std.,  No.  2 . 

No.  10  _ _ ... . . 

PEAS 

No.  2  Fancy  Sweets,  28 . 

No.  2  Fancy  Sweets.  Ss . . 

No.  2  Fancy  Sweets,  4s . 

No.  2  Fancy  Sweets,  6s . 

No.  2  Ex.  Std.  Sweets,  28......... 

No.  2  Ex.  Std.  Sweets,  Ss . 

No.  2  Ex.  Std.  Sweets,  4s . 

No.  2  Ex.  Std.  Sweets,  6s......... 

No.  2  Std.  Sweets,  2b . 

No.  2  Std.  Sweets,  Ss . 

No.  2  Std.  Sweets,  4s............. 

No.  2  Std.  Sweets,  6s . 

No.  10  Std.  Sweets,  2s . 

No.  10  Std.  Sweets,  Ss . 

No.  10  Std.  Sweets,  43 . . 

No.  10  Std.  Sweets,  6s . . 

No.  2  Fey.  Alaska,  Is . . 

No.  2  Fey.  Alaska,  28 . . 

No.  2  Fey.  Alaskas,  Ss.............. 

No.  2  Ex.  Std.  Alaskas,  Is... 
No.  2  Std.  Alaskas,  28.„.. 
No.  2  Ex.  Std.  Alaskas.  Ss... 
No.  2  Ex.  Std.  Alaskas,  4s..... 

No.  2  Ex.  Std.  Alaskas,  6s . 

Na  10  Ex.  Std.  Alaskas,  Is... 
No.  10  Ex.  Std.  Alaskas,  28... 
No.  10  Ex.  Std.  Alaskas,  8s.... 

No.  2  Std.  Alaskas,  2s . 

No.  2  Std.  Alaskas,  Ss................ 

No.  2  Std.  Alaskas,  48 . 

No.  2  Std.  Alaskas,  6s.._ . 

No.  10  St^  Alaskas,  Is.............. 

No.  10  Std.  Alaskas,  28......_„.._ 

No.  10  Std.  Alaskas,  Ss . . 

Na  10  Std.  Alaskas,  48..«...._.. 

No.  10  Std.  Alaskas,  6s . . 

Na  2  Ungraded . . 

Soaked,  28 . . 

lOs  . . . . 

Blackeye,  28,  Soaked . . 

lOs  . . 

PUMPKIN 

Fancy,  No.  2 . 

No.  2%  _ 

No.  8^ _ 

SAUER  KRAUT 

Fancy,  No.  2 . . 

No.  2%  _ 

Na  8  _ 

No.  10  . . 

SPINACH 

No.  2  . . 

No.  2%  _ 

No.  10  _ 

SUCCOTASH 

Std.  No.  2,  Gr.  Com,  Dr.  Limas. 
Std.  No.  2,  Gr.  Com,  Fv.  Limas. 
Triple,  No.  2 . . 


.70  .87% 

4.12%  4.26 
.62%  .75 

^!P%  ‘"62% 

3.15  . 


.77%  .86 

2.00  2.60 


.76  .86 

4.00  4.50 

.60  .75 

3.00  4.00 


Central 
Low  High 


.82%  .95 

4.50  5.60 


.75  .95 

4.25  5.00 

.65  .70 

3.50  4.00 


.65  .70 

3.25  4.00 

.60  .65 

3.25  3.40 


.60  .65 

2.00  2.36 


West  Coast 
Low  High 


1.25 

1.16 

1.36 

1.10 

1.40 

1.10 

1.00 

1.20 

1.00 

1.30 

.96 

.96 

1.25 

1.00 

1.20 

1.00 

.90 

1.15 

1.05 

1.10 

.90 

1.26 

1.16 

1.20 

.90 

.80 

1.10 

.95 

1.16 

.85 

.75 

1.10 

.90 

1.10 

.82% 

.77%  1.00 

1.00 

1.06 

.86 

1.00 

siss 

.80 

.96 

1.10 

1.15 

.77%  1.00 

.80 

1.10 

.70 

.80 

.76 

.96 

6.00 

6.76 

6.00 

6.26 

4.76 

6.00 

4.26 

4.76 

4.60 

4.76 

3.60 

4.76 

4.26 

4.60 

1.26 

1.40 

1.40 

1.60 

1.60 

1.16 

1.30 

1.45 

1.10 

1.10 

1.20 

1.30 

1.05 

1.26 

1.26 

1.30 

.85 

1.10 

1.20 

1.30 

.80 

.80 

1.10 

1.20 

.85 

.76 

.90 

.95 

1.10 

1.00 

1.06 

6.26 

,  . . 

. 

6.25 

6.60 

6.60 

■T-S««S 

. 

4.00 

6.60 

.80 

1.00 

.70 

.67% 

.77% 

.90 

.100 

.67% 

.65 

.70 

.85 

.90 

.66 

.65 

.80 

.90 

4.50 

5.00 

. 

3.76 

3.76 

^60 

ieo 

4.76 

3.50 

3.25 

4.00 

4.26 

4.50 

e..*.- 

4.00 

4.60 

.65 

.90 

.96 

.60 

.60 

.57% 

.60 

2.60 

3.50 

.66 

-.1  , 

.80 

.66 

.70 

.86 

1.00 

.80 

.86 

3.60 

STo 

‘2760 

.66 

.62% 

.66 

.70 

.65 

.76 

.80 

2.26 

2.60 

Tie 

‘iTo 

‘2".60 

.77% 

.60 

.70 

.86 

1.00 

1.00 

.80 

.95 

1.00 

1.35 

3.35 

2.65 

3.26 

3.40 

4.30 

28 
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Eastern 
Low  Hieh 

SWEET  POTATOES 

Fey.,  No.  2,  Dry  Pack . 67%  .70 

No.  21/2  . 82%  .87% 

No.  3  . 

No.  10  .  2.76  3.00 

Fey.,  No.  2  Syrup  Pack . 76  . 

No.  2%  . 97%  1.10 

No.  3  . 

No.  10  .  3.26  3.60 

TOMATOES 

Fancy,  No.  2 . 90  . 

No.  2%  .  1-20  . 

No.  3  . 

No.  10  . 

Ex.  Std.,  No.  1 . . . 

No.  2  . 70  .80 

No.  2%  . 92%  1.26 

No.  3  . 

No.  10  .  3.20  3.50 


Std.,  No.  1 . 38 

No.  2  . 60 

No.  2%  . 85 


TOMATO  PUREE 

Std.,  No.  1,  Who.  St.  1.04 . 

No.  10  . 


Central 
Low  High 


West  Coast 
Low  High 


CANNED  FRUITS— Continued 


.67%  .80 
.96  1.10 


TOMATO  JUICE 

No.  1  . 

No.  303 . 


TURNIP  GREENS 


Canned  Fruits 


No.  10,  water . . 

No.  10,  standard  heavy  pack.. 
No.  10,  fancy  heavy  pack . 

APPLE  SAUCE 

No.  2  Fancy . 

No.  10  . - 

No.  2  Std . 

No.  10  . 


APRICOTS 

No.  2%,  Fancy— . 

No.  2%,  Choice . 

No.  2%,  Std . 

GRAPEFRUIT  SECTIONS 


GRAPEFRUIT  JUICE 


PEARS 

Keifer,  Std.,  No.  2% . 

No.  10  . . 

Choice,  No.  2 

No.  10  . — - 

Bartlett,  Fancy,  No.  2%.. 

Choice,  No.  2% . 

Std.,  No.  2% . . 

No.  10,  Water _ 

No.  10,  Syrup - ...... 

No.  10  Pie,  S.  P . 


PEACHES 

Fey.,  Y.  C.,  No.  2% . . 

Choice,  No.  2% . — .. 

Std.,  No.  2% . 

Ex.  Std.,  Slic.  Yel.,  No.  1  Tails 
Seconds,  Yel.,  No.  2 

No.  10,  Fancy . . 

PeeW,  No.  10,  Solid  Pack.... 

PINEAPPLE 

Hawaiian,  Slic.,  Fancy,  No.  2.. 

No.  2%  . - 

Std.,  No.  2 . . 

No.  2%  . — . . 

Sliced,  Standard,  No.  10 . 

Shredded,  Syrup,  No.  10 . 

Crushed,  Ex.  Std.,  No.  10.......... 

PINEAPPLE  JUICE 

Buffet  . . 

No.  211  . . 

No.  2  . . 

No.  2%  . . 

46  oz . 

No.  10  . . . . 


.76 

i.2() 

1.20 

1.00 

1.60 

1.60 

Solid  Pack 

1.06 

1.10 

.92% 

.96 

1.25 

1.36 

1.26 

1.27% 

3.90 

4.00 

.46 

.47% 

.76 

With 

puree 

.42% 

.40 

.42% 

.60 

.62% 

.67% 

.66 

.67% 

.65 

.66 

.92% 

.86 

.90 

.80 

.82% 

1.00 

.97% 

2.80 

3.10 

2.76 

3.00 

2.76 

2.80 

.40 

.40 

3.00 

3.00 

3.60 

3.00 

3.26 

.37% 

.36 

.40 

.62% 

2.75 

2.50 

2.76 

2.76 

2.80 

.40 

.46 

.40 

.60 

.66 

.60 

.75 

2.75 

3.00 

3.00 

3.26 

2.76 

2.86 

.75 

.66 

.67% 

.90 

.86 

.90 

3.35 

3.75 

2.90 

3.00 

2.35 

2.90 

8.00 

2.65 

2.90 

2.85 

3.25 

3.16 

3.26 

.70 

.80 

.70  . 

3.00 

3.26 

3.36  ...... 

. 

.60 

. 

-■■nil 

2.76 

1.65 

1.70 

1.36 

1.40 

1.20 

1.26 

1.70  .. 

1.66  .. 

1.46  .. 

3.26  8 


1.40  1.46 

1.20  1.36 

1.10  1.20 
.77%  .80 
1.00  1.10 
4.30  4.76 

4.00  4.86 


1.60  _ 

1.80  _ 

1.40  _ 

1.66  _ _ 

5.85  6.10 


Eastern 
Low  High 


Central 
Low  High 


FRUITS  FOR  SALAD 


Fey.,  No.  2%.. 
No.  10  . 


BLACKBERRIES 

Std.,  No.  2 . 

No.  8  . 

No.  10,  water . 

No.  2,  Preserved . . 

No.  2,  Syrup . 


West  Coast 
Low  High 


2.06  2.20 
7.26  7.40 


BLUEBERRIES 

No.  2 _ 

No.  10  _ 


— _  1.35  1.46 

-  4.85  6.76 


1.46  1.60 

5.60  6.00 


Std.,  Red,  Water,  No.  2 _ 

Std.,  White,  Syrup,  No.  2—, 
Ex.  Std.,  Preserved,  No.  2... 

Red  Sour  Pitted,  No.  2 . . 

Red  Sour  Pitted,  No.  10....... 

R.  A.  Fey.,  No.  2% . . 

Choice,  No.  2%— . . 

Std.,  No.  2% . 


1.07%  1.10 


1.10  1.20 

5.36  6.60 


1.15  1.20 

5.25  6.50 


GOOSEBERRIES 

Std.,  No.  2 _ 

No.  10  _ 


RASPBERRIES 

Black,  Water,  No.  2.. 

No.  10  . 

Red,  Water,  No.  2..„ 

No.  10  . 

Black,  Syrup,  No.  2.. 
Red,  Syrup,  No.  2 . 

STRAWBERRIES 

Ex.  Pres.,  No.  1 _ 

No.  2 _ 

Pres.,  No. 

No.  2  _ 

Std.,  Water,  No.  10.. 


HERRING  ROE 

10  oz.  _ — _ _ 

No.  2,  19  01 _ _ _ _ 

No.  2,  17  os.— ........ 


1.35  1.35 

6.00  . 

2.10  2.16 
1.90  2.16 


1.46 

1.60 

.  1.66 

7.26 

7.60 

6.00 

.  7.00 

.  1.66 

7.25 

7.60 

5.00 

.  7.00 

1.76 

1.40 

1.60 

.  2.10 

.  2.10 

Canned  Fish 


LOBSTER 

Flats,  1  lb. _ 

%  lb . - 

%  lb . 


Std.,  4  oz......... 

6  oz.  _ ...... 

8  oz.  ......... 

10  oz.  — 
Selects,  6  oz... 


6.60  6.60 
3.26  3.26 

1.96  1.96 


.95  1.05 

1.00  . 

1.80  2.10 
1.90  2.20 


Red  Alaskas,  Tall,  No.  1.. 

Flat,  No.  %. . 

Cohoes,  Tall,  No.  1 _ 

Flat,  No.  !.......» . — .. 

No.  %  - 

Pink,  Tall,  No.  1 _ _ 

Flat,  No.  % . 

Sockeye  Flat,  No.  1 _ ...... 

No.  %  . . 

Chums,  Tall,  No.  1 . . . 

Medium,  Red,  Tall................ 


No.  1,  SmaU...... 

No.  1,  Medium.. 
No.  1,  Large . 


SARDINES  (Domestic)  Per  Case 

%  Oil,  Key _ _ _ 

%  OU,  Keyless..„ . . . 

%  Oil,  Tomato,  Carton......—....  . 

%  Oil,  Carton.......^.. _ „....—  . 

%  Mustard,  Keyless _ — —  . 

Calif.  Oval  No.  1,  24’s _  . 

Calif.  Oval  No.  1.  48*8 _  . 


TUNA  FISH,  Per  Case 


Fey.,  Yel.,  Is.  24’8. . 

Fey.,  Yel.,  Is,  48’s _ .... 

IS: 

Light  Meat,  Is. . — 


Northwest  Selects 


1.16  1.26 
1.60  1.76 


1.90  1.95 

1.60  1.60 

1.60  1.80 

_  2.26 

1.26  1.30 

1.06  1.06 


1.76  1.86 

.96  .96 


Southern 

1.10  . 

1.16  . 

1.20  . 


1.70  1.70 

3.25  3.30 


10.00  ll.(j0 
6.76  6.30 

3.90  4.20 

10.00  10.60 
6.26  6.60 
3.65  3.86 


/ 
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WHERE  TO  BUY 


the  Machinery  and  Supplies  you  need,  and  the  Leading  Houses  that  supply  them. 
Consult  the  advertisements  for  details. 

CANNERY  SUPPLIES.  CORN  SHAKERS. 


ADHESIVES. 

nsvrey  &  Almy  Chemical  Co.,  Cambridge,  Mats. 

.\DIUSTERS  ior  Detachable  Chains. 

Frank  Hamachek  Mach.  Co.,  Kewaunee.  Wis. 

AGITATORS 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 
Baskets,  Wire,  Scalding,  Pickling,  etc.  See 
Cannery  Supplies. 

BASKETS,  Picking. 

Planters  Mfg.  Co.,  Portsmouth,  Va. 

Riverside  Manufacturing  Co.,  Murfreesboro,  N.  C. 

BEAN  SNIPPER,  Green  String. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BEET  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BELTS,  Cloth,  Rubber,  Wire,  Etc. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Globe  Woven  Belting  Co.,  Inc.,  Buffalo,  N.  Y. 

La  Porte  Mat  and  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BLANCHERS,  Vegetable  and  Fruit. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOILERS  AND  ENGINES,  Steam. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOOKS,  on  Canning,  Formuia,  Etc. 

A  Complete  Course  in  Canning. 

A  History  of  the  Canning  Industry. 

The  Almanac  of  the  Canning  industry. 

BOX  (Corrugated)  SEALING  MACHINES. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y, 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOXES,  Lug,  Field,  Metal. 

Berlin-Cnapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 


BOXING  MACHINES. 

Cnisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
V/astminster  Mach.  Wks.,  Westminster,  Md. 

BROKERS. 

F  ;illips  Sales  Co.,  Cambridge,  Md. 

BURNERS,  OU,  Gas,  Gasoline,  Etc. 

/.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CAN  MAKERS'  MACHINERY. 

‘  -.meron  Can  Mchy.  Co.,  Chicago,  HI. 

CANNED  FOODS. 

illips  Packing  Co.,  Cambridge,  Md. 

.iiiips  Sales  Co.,  Cambridge,  Md. 

CANS,  Tin,  AU  Kinds. 

merican  Can  Co.,  New  York  City. 

~'ntlnental  Can  Co.,  New  York  City, 
own  Can  Co.,  Philadelphia,  Pa. 
aekin  Can  Co.,  Cincinnati,  Ohio. 

Ational  Can  Co.,  Inc.,  New  York-Baltimore. 
relps  Can  Co.,  Baltimore,  Md. 
lillips  Can  Co.,  Cambridge,  Md. 

CAN  SEALING  COMPOUND. 

';wey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

CAN  TESTING  MACHINERY. 

imeron  Can  Machinery  Co.,  Chicago,  Ill. 

CAN  WASHING  MACHINES. 

-nisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

>.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkarop  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

CAPPING  MACHINES,  Soldering. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Capping  Steels,  Soldering.  See  Cannery  Sup. 

CARRIERS  AND  CONVEYORS,  Spiral. 

Berlin-C!hapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Catsup  Machinery.  For  the  preparatory  work; 
see  Pulp  Mchy. 

CHAIN  ADJUSTERS. 

F.  Hamachek  Machine  Co.,  Kewaunee,  Wis. 

CLEANING  AND  GRADING  MACHY.,  Fruits. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

CLOCKS,  Process  Time. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CLOSING  MACHINES,  Open  Top  Cans. 

Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

CONVEYORS  AND  CARRIERS,  Canners. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niag^ara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Globe  Woven  Belting  Co.,  Inc.,  Buffalo,  N.  Y. 

La  Porte  Mat  &  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

COOKERS,  Continuous,  Agitating. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niag[ara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

COOLERS,  Continuous. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


COPPER  COILS,  ior  tanks. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Copper  Jacketed  Kettles.  See  Kettles,  Copper. 

CORN  COOKER-FILLERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CORN  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TTie  United  Co.,  Westminster,  Md. 

CORN  HUSKERS  AND  SHKERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 


Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CORN  TRIMMERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Mach.  Corp.,  Hoopeston,  Ill. 

Sinclair  Scott  Co.,  Baltimore,  Md. 

United  Co.,  Westminster,  Md. 

CRANES  AND  CARRYING  MACHINES. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CRATES,  Iron  Process. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CUTTERS,  Vegetable,  Mincemeat,  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  lU. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

DECORATED  TIN  (or  Cans,  Caps,  Etc.). 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City. 

Crown  Can  Co.,  Philadelphia,  Pa. 

National  Can  Co.,  New  York-Baltimore. 

DEXTROSE,  Sugar, 

Corn  Products  Sales  Co.,  New  York,  N.  Y. 

ENAMELED  BUCKETS,  PAHS.  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

ENSILAGE  DISTRIBUTORS. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

EVAPORATING  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

EXHAUST  BOXES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore.  Md. 

FACTORY  TRUCKS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  DL 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore.  Md. 

FIBRE  CONTAINERS  ior  Food  (not  hermetleally 
sealed). 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City. 

FILLING  MACHINES,  Can. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  DL 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FINISHING  MACHINES,  Catsup,  Etc. 
Chisholm-Ryder  Co.,  Niagara  FaUs,  N.  Y, 

Food  Machinery  Corporation,  Hoopeston,  DL 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

GENERAL  AGENTS  ior  Machinery  Mirs. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Ch.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Dl. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

GLASS  LINED  TANKS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  DL 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

HYDRAULIC  CONVEYING  EQUIPMENT. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm  Ryder  Co.,  Niagara  Falls,  N.  Y. 
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INSURANCE,  Cannvn. 

Canners'  Exchange,  Lansing  B.  Warner,  Chicago, 
lacketed  Kettles.  See  Kettles,  Copper. 

lACKETED  PANS,  Steam. 

Chlsholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KETTLES,  Copper,  Plain  or  Jacketed. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Kettles,  Enameled.  See  Glass-Lined  Tanks. 
KETTLES,  Process. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KNIVES,  Miscellaneous. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

KRAUT  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KRAUT  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

LABELING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Mach.  Co.,  Westminster,  Md. 

LABEL  MANUFACTURERS. 

Gamse  Litho.  Co.,  Baltimore,  Md. 

R.  I.  Kittredge  &  Co.,  Chicago.,  Ill. 

Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 

LABORATORIES,  for  Analyses  oi  Goods,  Etc. 
National  Canners  Assn.,  Washington,  D.  C. 

MILK  CONDENSING  AND  CANNING  MCHY. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

MIXERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

OYSTER  CANNERS'  MACHINERY. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Fok^  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PAILS,  Rubber. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 
PASTE,  CANNERS'. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 
F.  H.  Langsenkamp  6  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEA  HUUERS  AND  VINERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 
Sindair-Scott  Co.,  Baltimore,  Md. 

PEA  AND  BEAN  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

PEA  CANNERS'  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chwman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Slnclair-Scott  Co.,  Baltimore,  Md. 


PEA  VINER  FEEDERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEELING  KNIVES. 

Ayars  Machine  Co.,  Salem,  N.  ]. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEELING  TABLES,  Continuous. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Berlin-Chapman  Co.,  Berlin,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PINEAPPLE  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore.  Md. 


PRESERVERS'  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PULP  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PUMPS,  Air,  Water,  Brine,  Syrup. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SEALING  MACHINES,  Box. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SCALDERS,  Tomato,  Etc. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SEEDS,  Canners',  All  Varieties. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

SEED  TREATMENT. 

Bayer  Semesan  Co.,  Wilmington,  Del. 

Rohm  &  Haas  Co.,  Inc.,  Philadelphia,  Pa. 

SEWAGE  DISPOSAL. 

Berlin  Chapman  Co.,  Berlin,  Wis. 

Chisholm  Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Mach.  Corp.,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SHEET  METAL  WORKING  MACHINERY. 

Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

SIEVES  AND  SCREENS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Hie  United  Co.,  Westminster,  Md. 

SILKING  MACHINES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

SPEED  REGULATING  DEVICES  (for  Machines. 
Belt  Drives,  Etc.). 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

STENCILS,  Marking  Pots  and  Brushes,  Brass 
Checks,  Rubber  and  Steel  Type,  Burning 
Brands,  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


STIRRERS  FOR  KETTLES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

STRING  BEAN  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

^sholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  111. 

.  S’  L*t>9senkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SUGAR. 

Corn  Products  Sales  Co.,  New  York,  N.  Y. 

SYRUPING  MACHINES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

E.  J.  Judge,  Alameda,  Calif. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TANKS,  Metal. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Coloration,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TANKS,  Glass  Lined,  Steel. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

TANKS,  Wooden. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corooration,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  CANNING  MACHINERY. 

Ayam  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  JUICE  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A,  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md, 

TOMATO  PEELING  MACHINE. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y, 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
D.  Landreth  Seed  Co.,  Bristol,  Pa. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

TOMATO  WASHERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

VACUUM  PANS 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

VEGETABLE  CUTTERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

VINERS  AND  HULLERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

WASHERS,  Can  and  Jar. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

WASHERS,  Fruit,  Vegetable. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 
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THE  CANN  I  NC  TRADE 


: 

I 


PLANTS 

OF  THE 

PHELPS  CAN  CO 

MANUFACTURERS  OF 

TIN  CANS 

CAPACITY  600  MILLION  CANS  PER  YEAR 

JV  MAIN  OFFICE 

BALTIMORE  MD.  ^ 


WEIRTON.W.VA. 


AYARS  TOMATO  JUICE  FILLER 

nSr  Used  by  leadins  Manu- 

AYARS  MACHINE  COMPANY,  Salem^  New  Jersey 


/I  can  a  dcui  will  da  U 


—especially  if  the  cans  hold 
quality  packs  from 

ASGROW  SEEDS 


★ 


Associated  Seed  Groupers,  Inc. 

Breeders  and  Growers  of  Vegetable  Seeds  since  1856 

Ncu)  Haven,  Connecticut 

Sales  Branches: 

Allanta  Indianapolis  losAnqeles  Memphis  Salinas 


